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ABSTRACT 
Volunteer organizations face two challenges not found in non-volunteer organizations: 
recruiting and retaining volunteers. While social media use is increasing amongst individuals, its 
use and effectiveness for volunteer recruitment and retention by volunteer organizations is 
unknown. The dissertation reports the results of three studies to investigate this important 
question. Using a mixed-methods approach, it addressed the dual nature of social media and its 
effectiveness by including volunteer organizations and social media users.  
This dissertation found that although volunteer organizations are not using social media 
effectively, they could virtualize requirements of the recruitment process by focusing on 
relatable events instead of sterile marketing. This dissertation contributes to information systems 
literature by extending the post-acceptance model of IS continuance to show that social media 
mediates volunteer continuance. It further contributes by revealing a potential new area of 
research, i.e., the use and effectiveness of online social media for volunteer organizations. 
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CHAPTER 1. INTRODUCTION 
Online social media proffers an inexpensive solution to reach a wide variety of people 
and maintain a dialogue with them, which increases an organization’s ability to reach members 
new and old. Social media increases users’ social resources and expands their social networks 
(Ellison, Steinfield, & Lampe, 2007), and coincidentally, larger social resources and wider social 
networks increase one’s likelihood to volunteer (Marc A. Musick & Wilson, 2008; Wilson, 
2000). Volunteers “give their time freely to benefit another person, group, or organization” 
(Wilson, 2000, p. 215). The organization to which they give their time is termed a volunteer 
organization. However, the exact nature of the relationship between online social media and 
volunteer organizations is an unknown area of research for volunteer management and IS 
research.  
Volunteering and online social media serve complementary purposes. They provide 
outlets to make friends with similar interests, goals and motives, learn about them, express one’s 
opinions, and interact with communities. Volunteering improves personal well-being and 
increases society’s common welfare. Conceptually, social media should support and strengthen 
volunteering through commonplace, freely-available social media websites like Facebook and 
Twitter. Most volunteers are working age adults (USDOL, 2011). The majority of working age 
people in the United States use these sites regularly (Pingdom, 2010) and expect organizations to 
use them too (Larrumbide, 2008).  
But are organizations reaching tech-savvy volunteers in today’s online world, particularly 
organizations already hard-pressed to retain a steady volunteer workforce? One-third of 
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volunteers will give up volunteering altogether and not return next year (Eisner, Grimm Jr, 
Maynard, & Washburn, 2009). How should organizations better use limited time and resources 
and why? How does online social media relate to volunteering? This dissertation investigates 
how organizations are currently using social media to recruit and retain volunteers, in order to 
understand what is effective. More importantly, this dissertation considers process virtualization 
theory to understand why and how social media could be effective for volunteer organizations.  
Like most nascent information systems (IS) research, this dissertation is interdisciplinary. 
It investigates the use of an information system within a specific context to solve certain 
organizational problems (Mason & Mitroff, 1973). It draws on various reference disciplines to 
understand how social media could affect the relationship between organizations and volunteers. 
The IS field crosses many organizational and discipline boundaries itself (Keen, 1980), and is 
therefore, well positioned to pursue this area of inquiry. This breadth is important because, as 
Liao-Troth states, “the study of volunteers and volunteering needs to cross all … organizational 
and discipline boundaries to be fully appreciated and understood as a field of interest” (2011, p. 
ix).  
IS use in volunteer settings is a relatively new concept in that IS research traditionally 
examines systems use within for-profit organizations by paid employees. Realizing the potential 
for research in other sectors of society (Burt & Taylor, 2003; Lee & Bhattacherjee, 2011), the IS 
field has questioned past assumptions about the similarities and differences between volunteers 
and paid employees’ systems use. This dissertation includes fundamental theoretical backing 
necessary to understand how IS impact recruitment and retention of volunteers (Pereira & 
Cullen, 2009; Reilly, 2005).  
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The main purpose and overarching research question considered by this dissertation is: 
How can volunteer organizations effectively use online social media to recruit and retain 
volunteers?  In answering the research question, this dissertation contributes to IS research in a 
few ways. First, it presents a broad literature review of pertinent volunteer research from 
organizational behavior, sociology, psychology, public relations, and economics, to make this 
wide expanse of literature more accessible to IS researchers. Second, it describes the potential 
complementary relationship between online social media and volunteering. Finally, it presents a 
possible theoretical explanation of the effectiveness of social media for volunteer recruitment 
and retention based on the theory of process virtualization.  
Results of this study lay the foundation for future research on volunteer organizations’ 
social media use. To date, this type of investigation has not been conducted with any great depth, 
particularly in understanding how volunteer organizations perceive the role of online social 
media within the organization structure, how volunteer organizations use online social media for 
recruitment and retention of volunteers, and how online social media impact volunteers’ desire to 
join and remain with the organization.  
Very little research asks how social media affect volunteer organizations. The 
voluntariness explored here differs significantly from what has been studied in IS. In IS 
literature, a few studies asked why employees voluntarily use systems or contribute knowledge 
to knowledge management systems (Ardichvili, Page, & Wentling, 2003; Fang & Neufeld, 2009; 
Kayhan, 2010; van den Hooff, Elving, Meeuwsen, & Dumoulin, 2003; von Krogh & von Hippel, 
2006). The context of the present research is volunteering one’s time and skills to a formal 
organization for someone else’s benefit, which is a more traditional view of volunteering than 
previously presented in IS literature.  
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1.1. Importance of Studying Online Social Media 
In 2011, 90% of U.S. Internet users reported they used online social networking websites 
(Elowitz, 2011). Online social media has quickly made unprecedented and unforeseen impacts 
on society. For example, Facebook and Twitter were heavily cited in the press when citizens 
used them to organize mass revolutions in Egypt and Libya, even though it wasn’t social media 
itself that sparked protests, but rather the government’s decision to abruptly shut them off (N. 
Cohen, 2011). Impacts of online social media remain underexplored with respect to 
organizations.  
Considering users’ growing reliance on online social media, non-volunteer organizations  
are starting to actively use these technologies in day-to-day business. Users expect them 
(Elowitz, 2011; Safko & Brake, 2012). But to use online social media effectively, volunteer 
organizations will need to understand the impact on their organization’s members and 
constituents. As online social media has become further embedded in daily life, its importance 
has grown significantly to where they seem indispensable (Howard & Jones, 2004).  
Because these media are so “deeply embedded in people’s lives,” it becomes no easy 
thing to simply turn them off. They are “personalized, tailored, and user-driven” yet “not 
exclusive media demanding all of our attention” (Howard & Jones, 2004, pp. 19, 22) which is 
partly why they have become very popular very quickly. They “coexist with other technologies 
that save and consume our time in the day” (Howard & Jones, 2004, pp. 2, 22). It is estimated 
that time spent on Facebook in the U.S. greatly eclipses time spent browsing the rest of the 
Internet and this time is growing (Elowitz, 2011). Younger users, particularly those under 40, 
expect that organizations are actively using social media such as Facebook and Twitter to reach 
them and it is becoming easier and cheaper for organizations to do so (Safko & Brake, 2012).  
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Customer-centric businesses use online social media to join the conversation and make 
themselves readily available when customers need their products (Safko & Brake, 2012). In the 
past, businesses would blast customers with ads telling the customer “You need my product! 
You must buy it!” This approach no longer works as well on customers suffering from 
information overload (Lohr, 2007). 
Moreover, trust is crucial for product sales online. Customers trust online 
recommendations. Positive online reviews increase product sales (Hu, Liu, & Zhang, 2008). This 
dissertation applies this spirit to volunteering. Because volunteering is a highly social activity 
(Marc A. Musick & Wilson, 2008; Wilson, 2000), online social media should influence users to 
consider volunteering and/or reinforce volunteering, particularly when close personal friends are 
involved. This dissertation investigates how online social media impact users’ likelihood to 
volunteer and their intent to continue volunteering. This dissertation provides guidance for 
volunteer organizations to understand how online social media impacts recruitment and retention 
of volunteers.  
1.2. Dissertation Structure 
In the first part of the dissertation, the literature review defines the problem domain and 
identifies research opportunities afforded by prior literature. Figure 1 shows an overview of the 
three populations of interest in the dissertation. These populations are important in the 
dissertation to represent the dichotomous nature of social media. Here the relationship of interest 
exists between an organization and an individual. Social media involves an exchange between 
two or more parties. Each party has different priorities and this duality presents interesting 
challenges (Lee & Bhattacherjee, 2011; Zhang, Gutierrez, & Mathieson, 2010).  
To analyze this duality, the dissertation investigates both organization-level and 
individual-level samples. The three studies are distinct but related and each study addresses 
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different pieces of the picture. The mixed-method nature of this dissertation strengthens the 
results and helps to triangulate on a more complete explanation. The first study considers the 
organization and the operating environment, including the role of social media within the 
organization’s recruitment and retention strategy. The second and third studies consider social 
media’s effects on recruiting individuals and retaining volunteers. 
 
 
Previous industry reports of volunteer organization’s social media use have included the 
top 200 largest non-profit organizations (Patrick, 2012). Study 1 expands that knowledge by 
investigating smaller volunteer organizations. This approach is in direct response to Lee and 
Bhattacherjee (2011) warning to investigate the digital divide between the largest volunteer 
organizations and the rest of the sector (2011). Unlike the majority of volunteer organizations, 
the top 200 organizations have more resources available for training, strategy and planning. Even 
so,  the largest volunteer organizations are not using online social media tools to their full 
potential (Waters, Burnett, Lamm, & Lucas, 2009). Although they communicate with donors and 
Figure 1. Dissertation Populations 
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the community, they do not use online social media to establish communities, nor to 
communicate with outside publics beyond monetary donors. Instead of focusing on the top 200 
largest volunteer organizations, Study 1 investigates social media recruitment and retention 
within small to medium-sized organizations. 
Although volunteers fulfill a vital need within the organization, their role is unique and 
sometimes tenuous. As a result, volunteer recruitment and retention can be overlooked in 
strategic planning. Smaller volunteer organizations simply do not have the resources to 
investigate ways to implement and effectively use online social media (being averse to act 
without this information) (Lee & Bhattacherjee, 2011). The largest volunteer organizations use 
online social media for marketing and public relations, but very little is known about how they 
are using them to recruit and manage their invaluable volunteer workforce (Burt & Taylor, 2003; 
Newmark, 2011; Panagiotopoulos, Brooks, Elliman, & Dasuki, 2011; Waters et al., 2009).  
Study 1 qualitatively describes how much online social media are being used to 
communicate with volunteers to recruit and retain them, and how effective these tools are for 
these tasks. In the absence of these tools, Study 1 asks what is done instead. Study 1 includes 
interviews of volunteer managers from small- and medium-sized volunteer organizations and a 
review of their social media websites to understand what they do with online social media. As a 
control, the interviews explored whether recruitment and retention are actual problems in these 
volunteer organizations. Study 1 applies open and axial coding to the interview transcripts to find 
common themes and puts them in a theoretical framework based on process virtualization theory. 
These results help explain the reasons for and against volunteer organizations’ social media use 
and to firmly ground the dissertation in the research context. 
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Study 2 looks at recruiting new volunteers through social media. Based on the premise 
that extended personal networks are linked with a greater likelihood to volunteer and to donate 
more hours towards volunteer activities (Marc A. Musick & Wilson, 2008), Study 2 asks non-
volunteers to explain what is important about an organization’s social media website. Via verbal 
protocol analysis, individuals reviewed an organization’s social media website and explained 
how the social media site affected their decision to volunteer. Study 2 considers media content, 
media type, prominence, and relevance to the individual. Subjects were asked to consider the 
page to learn more about volunteering at the organization. Transcripts of each session were 
coded similarly to Study 1 to find common themes.  
Study 2 fulfills multiple goals. First, it could assist volunteer organizations with 
developing better social media strategy, by narrowing their focus to those aspects of a social 
media website that are pertinent to recruiting volunteers (if recruitment is their goal). Second, the 
results will feed into a future experiment whereby different parts of a social media website are 
manipulated to directly test the impact on recruiting volunteers for an organization. Third, the 
results from Study 2 can be used to explain how social media affects volunteer recruitment based 
on process virtualization. As discussed in the theory section, previous theories of employee 
recruitment do not describe volunteers accurately and previous theories of volunteer recruitment 
do not address the impacts of social media.  
Study 3 investigates how to keep volunteers after they start their service with the 
organization. Volunteers have six overarching motives for volunteering (Clary et al., 1998). 
Previous research has shown that volunteers at different types of organizations (e.g., animal 
shelter versus forest service) have varying motives (Caissie & Halpenny, 2003; Neumann, 2010; 
Nov, 2007; Planalp & Trost, 2009). If the volunteer organization understands what drives their 
9 
volunteers and how those motives are related to online social media, then the volunteer 
organization can leverage this information to tailor their online social media strategy to their 
volunteer population. Furthermore, by connecting with volunteers on a more personal basis, 
volunteer organizations could create a community within their volunteer body. A sense of 
community increases volunteer hours and strengthens commitment to the organization and its 
cause (Marc A. Musick & Wilson, 2008; Peterson et al., 2008).  
Study 3 surveys current volunteers regarding their social media use, habits and 
expectations with regard to the organization’s social media site. By considering how social 
media and volunteer motives relate, volunteer organizations can support their volunteer 
population through more effective social media policy and practice. Study 3 extends the 
volunteer motives model to include social media aspects. Table 1 on the next page gives a 
concise overview of the three studies. The next chapter describes the literature review including 
a review of theories from previous literature. 
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Table 1. Study Overview 
S Purpose Research Questions Pop / Units Data Sources Analysis 
1 Research 
context 
1. To what extent do vol orgs use online 
social media? 
2. How are vol orgs using OSM? 
3. How are vol orgs using OSM to recruit 
and retain vols? 
4. To what extent do vol orgs have problems 
with recruitment and retention? 
5. Why (or not) are vol orgs using OSM to 
recruit and retain vols? 
Vol orgs / 
Organization 
Interview vol 
managers: Interview 
transcripts; Review 
org websites 
Qualitative narrative; open 
coding; axial coding. 
Analysis for each 
organization as well as 
patterns across orgs of 
social media use 
2 Recruitment 1. How does OSM affect vol recruitment? 
2. What features (aspects?) of OSM impact 
vol recruitment? 
Non-
volunteers / 
Individuals 
Questionnaire, Verbal 
protocol task, and 
post-task interview 
Qualitative narrative; 
patterns across individuals 
3 Retention 1. How do vols’ OSM use relate to their 
continuance, commitment and 
satisfaction? 
2. How does the org’s OSM use impact 
vols’ continuance, commitment and 
satisfaction? 
3. How are vols’ motives related to the org’s 
OSM use? 
Volunteers / 
Individuals 
Online survey of 
undergraduate 
students  
Quantitative hypothesis 
testing; SEM modeling 
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CHAPTER 2. LITERATURE REVIEW 
This chapter describes the literature review for the dissertation. The research question is 
multi-disciplinary and brings together two main areas of research: online social media and 
volunteering. The third area – how they work together – is less well understood, but discussed 
herein to explain the timeliness of this dissertation’s contribution. This chapter first defines what 
social media is and is not. The next section organizes and explains the research context of 
volunteering and volunteer organizations with particular attention to how for-profit and paid 
employee contexts differ. It also discusses potential synergies between social media and 
recruitment and retention of volunteers. Finally, the chapter concludes with an analysis of major 
theories of recruitment and retention and a description of the method used to perform the 
literature review.  
2.1. Online Social Media: Terminology and Definitions 
The terms online social media, Web 2.0, and online social networking are often used 
interchangeably, increasing the growing confusion surrounding these concepts. Kaplan and 
Haenlein (2010) define Web 2.0 as a predecessor to social media rather than a synonym. To 
distinguish between the terms, scholars look primarily for who generates the content and how 
often. Online social media is predominantly user-generated, “continuously modified by all users 
in a participatory and collaborative fashion” (Kaplan & Haenlein, 2010, p. 61).  
In conducting a new study of information systems, it is first necessary to identify what 
makes communication via online social media unique versus traditional face-to-face 
communication and/or other previous information systems. Online social media involve (1) user-
12 
generated content, (2) identification with a group not otherwise accessible, (3) larger reach, and 
(4) greater attachment. Additionally, the user must have some level of self-efficacy to use the 
technology in his or her day-to-day life. User-generated content is a hallmark of social media 
(Kaplan & Haenlein, 2010, p. 61; Kim, Yue, Hall, & Gates, 2009, p. 660). 
Whereas social media focuses on socialization among people, Web 2.0 describes “a new 
way to use the Web” (Kaplan & Haenlein, 2010, p. 61). Web 2.0 tools improve upon Web 1.0 by 
focusing on users (Kim et al., 2009, p. 660). Web 2.0 tools allow people to simultaneously 
interact with content and share it with each other, as opposed to passive reading. Users enjoy 
one-to-many interactions and link to each other in a unique context. Examples such as Facebook, 
Twitter and LinkedIn allow users to openly declare virtual bonds between themselves and their 
friends, family and colleagues and to stay in touch with less effort than traditional means of 
communication. Users display their interests and activities to friends and keep up with friends’ 
daily updates.  
Social media provides two-way interaction with the ability to broadcast messages and 
push them directly to the targeted user plus all of his or her friends. Many people in a social 
network can be reached instantaneously using a social media. As a result, communication and 
relationship management between companies and their customers have become less linear and 
straightforward. As opposed to Web 1.0, Web 2.0 tools create an opportunity for conversation. 
When individuals and companies connect through Web 2.0 tools and social media, users connect 
virtually with other people who share their interests.  
Users can solidify connections through online social media. Social media encourage users 
to respond and participate. Through comments and news feed services, social media users  can 
see their friends’ interests very quickly, creating a self-reinforcing effect. Social media allows 
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users to reach a large community of likeminded individuals, those with similar experiences, and 
those with an interest in a particular subject. Thus, social media provides a sense of community 
which reduces feelings of isolation.   
This process is relatively quick and easy. Traditionally, the majority of communication 
between organizations and individuals was via email and telephone, but these communication 
technologies are limited in a few ways. First, previous forms of communication such as email or 
telephone require waiting for another person to respond to an inquiry before proceeding. This 
asynchronous wait can create delays and bottlenecks. Although social media can be used 
asynchronously, it also allows for synchronous communication via instant messages. Finally, the 
reach of email and telephone is limited to known connections, but social media allows contact 
from any and all connections. 
Online social media typically provides for instant feedback from other users, to comment 
on ideas. Facebook specifically provides a user to “update one’s status”,  share another’s post, or 
“Like” a page, all of which indicate users’ declaration of thoughts. Whereas email requires 
waiting for the original recipient to respond, social media encourages many people to respond. 
Facebook even pushes an immediate notification to friends when new material is posted. Social 
media is also more generalized than bulletin boards, which tend to contain very specific topics. 
Readers may never see a user’s post until they are searching for specific information.  
However, Web 2.0 tools make this process faster and easier. Users are more inclined to 
become part of the conversation when that conversation is closer to real-time (Safko & Brake, 
2012). Web 2.0 tools encourage conversations between near-acquaintances that would not 
happen otherwise. Through Web 2.0 tools, organizations can build stronger relationships with 
their community, and in so doing, reduce competition for community resources. The next section 
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defines volunteering and volunteer organizations, which is the proposed research context for the 
dissertation. 
2.2. Definitions of Volunteering and Volunteer Organizations 
Volunteering includes “any activity in which time is given freely to benefit another 
person, group, or organization” (Wilson, 2000, p. 215). Although volunteers may also donate 
money to the organization, they are only included in this definition if they personally give their 
time. Giving money requires significantly less personal sacrifice than donating time. Donating 
money instead of time is almost a form of “buying out” effort (Sokolowski, 1996). The person, 
group or organization that uses volunteer labor is termed the volunteer organization. As used in 
this dissertation, a volunteer organization is any formally-recognized company independent of its 
corporate status (whether for-profit, non-profit, governmental or otherwise) that uses unpaid, 
freely given labor to further the organization’s mission. Volunteer organizations may also 
employ paid staff. This definition does not include informal, grass roots social movements that 
are not registered with any governmental agency. This definition aligns with mainstream 
research on volunteers and volunteer organizations (Pearce, 1993; Wilson, 2000).  
Many volunteer organizations must rely heavily on contributions from outside the 
organization, in part, because they cannot afford to pay staff to fill the multitude of job 
responsibilities required to properly run the organization. Although literature on non-profit 
organizations is used to inform this dissertation, the definition of volunteer organization used 
here is not restricted to charities, non-profits, not-for-profits, social enterprises, foundations or 
public organizations. These terms are sometimes used interchangeably because of the variety of 
ways to legally organize a business. Herein, however, the definition of volunteer organization 
could cross these boundaries to include for-profit organizations. Examples of the latter include 
hospitals and healthcare or nursing facilities, schools, and county and state programs.  
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One difficulty in volunteer research is how to classify different types of organizations. 
VolunteeringInAmerica.org classifies volunteer organizations into 7 categories based on the 
organizations’ mission type. These categories are hospital, educational, civic, sports and arts, 
social service, religious, and other. The U.S. Department of Labor classifies volunteers into 10 
categories: civic, political, professional, or international; educational or youth service; 
environmental or animal care; hospital or other health; public safety; religious; social or 
community service; other; and non-determined. In this dissertation, organizations are classified 
and compared based on their primary mission or purpose. 
In addition to variation in organizations, volunteers possess a wide range of knowledge, 
skills, and abilities that organizations need in order to serve their communities. Volunteers 
primarily invest their time towards religious organizations, educational or youth-related 
organizations, and social or community service oriented companies(USDOL, 2011).  In the U.S., 
volunteers are typically well educated, married persons between the ages of 35 and 44 years old 
(USDOL, 2011). “Persons in their early twenties were the least likely to volunteer (18.4 
percent)” (USDOL, 2011, p. 1). Younger generations represent an untapped resource that 
volunteer organizations can cultivate and recruit(Eisner et al., 2009). Volunteers often have 
additional commitments; most are working professionals who have no requirement to serve 
(Eisner et al., 2009; USDOL, 2011). In summary, volunteers represent a highly valuable resource 
for volunteer organizations that should be carefully managed. 
Even in 1971, the value of volunteer work was estimated at $800 per annum per 
volunteer, which equaled 1% to 3% of GNP (Hawrylyshyn, 1978). Hospital volunteers saved the 
institution on “average $6.84 for every dollar spent – a return on investment of 684%” (Handy & 
Srinivasan, 2004, p. 28). Volunteering is of such high importance that in 2009, U.S. President 
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Obama tripled the size of AmeriCorps, a national volunteer service, and urged all Americans to 
volunteer in their communities (Baker, 2009). Yet in the same year, the U.S. Department of 
Labor reported that only 1 in 4 Americans volunteered their time to a non-profit organization 
(Elowitz, 2011; USDOL, 2011). While this may be a significant number (approximately 
62 million) could information systems increase this number? Volunteer organizations relieve 
needless suffering locally and throughout the world. Any research to increase volunteering 
benefits society in and of itself. Beyond that, this research presents important theoretical and 
practical contributions to the fields of information systems and organizational behavior in the 
volunteer work sector. 
When local government includes volunteers and volunteer programs, advantages include 
cost savings, the ability to provide expanded government capabilities, improved community 
relations and enhanced service quality (Brudney, 1999). The biggest challenges government 
faced in using volunteers were recruiting enough volunteers and getting enough funding to 
support them. When local government uses volunteers, they are able to fulfill their mission better 
and that they consume fewer budgetary resources (Brudney, 1999). 
Volunteer organizations face a unique operating environment, over and above standard 
businesses. In a standard business (in general) the only important stakeholders are the customers 
and the owners. Volunteer organizations must manage more relationships with more 
constituencies than businesses typically do, and each of these relationships affects the volunteer 
organization and its mission (Drucker, 1990). Because of its operating environment, a volunteer 
organization is limited in what it can or cannot do with its resources. 
Despite their value, volunteers are often mismanaged, ignored, or underutilized versus 
other organizational functions like accounting and fundraising that are more core to the 
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organization’s day-to-day operations (Hager & Brudney, 2008). Previous studies of volunteers 
have called for further investigation in this area, stating “…volunteering is changing in nature 
rather than being eroded, affirming the need for both definition and mapping of volunteering, 
volunteer motivation and volunteering practices that include information and communication 
technologies (ICTs) and their impacts” (Mele, 2008, p. 87).   
Furthermore, previous research on volunteering shows that it is insufficient to rely on 
studies of employees (Marc A. Musick & Wilson, 2008; Wilson, 2000). Volunteering has a 
“peculiar moral economy” such that traditional metrics designed for employees in work settings 
fail to find results when applied to volunteers (Wilson, 2000, p. 230). For example, “level of 
satisfaction with current volunteering seems to have little to do with commitment” (Wilson, 
2000, p. 230), unlike numerous studies of job satisfaction. Previous literature states that 
volunteers’ organizational behavior differs from employees’ which suggests that these 
differences have a significant impact on information systems from an organizational behavior 
standpoint (Green, 1989; Mele, 2008; Sharon, Gorr, & Newcomer, 1991; Zhang et al., 2010). 
Therefore, research cannot readily assume that information systems use in volunteer settings is 
identical to employees.  
Volunteers progress through a cycle from joining the organization (recruitment) to 
socialization and training, retention and finally resignation. When joining the organization, 
people do not always know what’s involved in the role. Even from the beginning, they do not 
know how to join or sign up. They don’t know how to get started working, and how to get 
training or who to get it from. They need information how to schedule time to work and to 
shadow another volunteer. This stage is recruitment which leads into orientation and an initial 
period, when a volunteer is trying to fit the volunteering work into his or her life.  
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After recruitment and once a volunteer has undergone basic training, then the 
organization works with the volunteer to keep him or her coming back. This period is retention 
and it may be any length of time. It requires appreciating volunteers’ efforts and keeping them 
involved. Volunteers cannot be treated like employees or they will not come back. It is unknown 
if and how social media applies to this problem. The next section explains how volunteers differ 
from employees, and why previous research on employee contexts differ from volunteers. 
2.3. Volunteers Versus Employees in Organizations 
It cannot be assumed that employees and volunteers will behave similarly in 
organizations, even within the same organization. Employees and volunteers derive their job 
satisfaction and intent to remain with the volunteer organization from different needs. 
Employees’ job satisfaction and intent to remain were predicted by the need for autonomy; 
whereas, volunteers’ job satisfaction and intent to remain stemmed from their need for 
relationships within the organization (Boezeman & Ellemers, 2009). Thus, a volunteer’s motives 
significantly differ from an employee’s, which changes how a volunteer approaches the 
organization and his or her role within it (Clary et al., 1998; Pearce, 1993; Wilson, 2000). 
Following are eight distinctions between volunteers and paid employees.  
(1) Volunteers give their time to the organization of their own free will and are not paid, 
which means they cannot be motivated by monetary rewards and are free to join or leave the 
volunteer organization at any time. 
(2) Volunteers are typically only involved emotionally and/or morally, whereas 
employees feel additional commitment because they need the income, security, or similar 
benefits provided by having a job, therefore, “volunteers can leave at will without worrying 
about the next pay check, pension rights, health care benefits, or where they will work next” 
(Cnaan & Cascio, 1998, p. 4),  Additionally, unlike employees, volunteers do not worry about 
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losing their jobs for fear of being replaced by new technology. The contribution of their time is 
always needed (Eisner et al., 2009).  
(3) Volunteers may only give a few hours per week in a piecemeal fashion, whereas 
employees work more hours consistently every week. Because of their fragmented schedule, 
volunteers may find it much more difficult and time consuming to become socialized into the 
organization than if they were paid workers who spend more time there (Haski-Leventhal & 
Bargal, 2008; Pearce, 1993).  
(4) Volunteers may divide their time and attention between multiple volunteer 
organizations, whereas employees usually do not have more than one employer.  
(5) Recruiting volunteers is considerably more informal and less prohibitive or time-
consuming in nature than recruiting paid employees. 
(6) Since volunteers are not paid, if discriminated in the workplace, “courts may consider 
that no damage has been done if there is no monetary loss.” Unhappy volunteers will simply 
leave the volunteer organization (Cnaan & Cascio, 1998, p. 5). Similarly, laws governing 
volunteers who cause damages or liability for the organization may be less clear than for 
employees. 
(7) Volunteers often exert considerably more free will in exercising their moral and social 
obligations than employees feel comfortable doing. A volunteer is therefore more likely to 
respond with his or her honest opinion rather than a political one (Pearce, 1993). Similarly, 
volunteers are driven by their own desires to further the volunteer organization’s goals and they 
will readily and often vocalizes those opinions (Wilson, 2000).  
(8) Job evaluations of volunteers that “seem to question volunteers’ efforts,” (Cnaan & 
Cascio, 1998, p. 5) may motivate volunteers to simply quit, rather than facilitate improvement. 
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For all of these reasons, this dissertation relies on volunteering literature rather than 
employment literature because volunteers and employees differ in their motivations, job 
satisfaction and intent to remain. Therefore, they are driven by different needs and whether they 
join the organization and then remain should also differ. The next section distinguishes between 
recruitment and retention processes. 
2.4. How and Why Do People Volunteer? Recruitment Versus Retention 
A review of the relevant literature found that in general, the volunteering literature is 
fragmented. Volunteering has been studied through a wide range of theoretical lenses and 
analytical methods, spanning economics, psychology, sociology, public relations, 
communication, marketing, and political science. Overall, the literature consists of three main 
research streams, which answer the following  research questions. First, who volunteers? Second, 
why do they volunteer? Third, how does that process occur? (Hustinx, Cnaan, & Handy, 2010). 
This dissertation primarily considers the third question, because the overarching research 
question asks how social media can impact recruitment and retention processes.  
The first question asks, who volunteers? To answer this question, research on 
volunteering is largely confined to sociological factors such as age, race, community and 
education through long term ethnographic studies or large-scale surveys like the General Social 
Survey or individual psychological investigations (Wilson, 2000). This dissertation does not 
focus on these factors because the organization cannot manipulate them directly and most 
organizations would not want to control its volunteers’ age, race, or socioeconomic status. In 
fact, many organizations prefer to espouse diversity.  
One area of volunteering literature considered how religious affiliation relates to 
volunteering. While time attending church is related to time volunteering, time and money 
donations are not perfect substitutes (Hoge, Zech, McNamara, & Donahue, 1998). Half of all 
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church members volunteered time. Active church members were more likely to volunteer than 
non-active members and religious social networks had a positive effect on volunteering within 
the church, but not on secular volunteering outside the church (Park & Smith, 2000). In 
traditionally secular countries, church attendance increased the likelihood of volunteering; in 
nationally religious countries, this relationship was less significant (Ruiter & De Graaf, 2006). In 
one study, church attendance doubled how much people volunteered (Wilson & Janoski, 1995).  
The second question, why people volunteer, is much more interesting because by 
understanding reasons why individuals volunteer, an organization could reinforce people’s 
decision to volunteer. This research stream addresses the retention process. In short, when the 
reason for volunteering matches experience, volunteers report higher satisfaction and intention to 
continue. This stream is more thoroughly discussed in the section describing functional motives 
of volunteering.   
Finally, what is the process of volunteering? Choosing to volunteer (joining or 
recruitment) and choosing to continue (i.e., retention) are not two sides of a coin. Volunteering a 
broad term and it involves a multi-step process. It is necessary to consider each step separately. 
Whereas recruiting involves reaching people who may not yet be familiar with volunteering, 
keeping good volunteers involves a different set of challenges. These populations have different 
goals and expectations, which must be managed according to their needs. Length of service as a 
volunteer can depend on a complex set of factors, including satisfaction, values motive, and pro-
social personality traits (Penner & Finkelstein, 1998, p. 533). 
In offline studies, circumstances that increase the chances that an individual will be asked 
to volunteer are (1) large social networks, (2) greater social resources such as personal time and 
social support, and (3) networks with more weak ties (Wilson, 2000). (Coincidentally, online 
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social media encourage all three (Safko & Brake, 2012).) Weak ties are social relationships 
beyond one’s primary social circle, such as co-workers and friends of friends. Additionally, 
people are more likely to volunteer when they are invited by friends, family and acquaintances 
(Marc A. Musick & Wilson, 2008; Wilson, 2000). Informal social networks reduce the distance 
between an individual and volunteer recruiters, increasing the likelihood of being asked to 
volunteer. In an offline context, more friends also translates into more hours volunteering (Marc 
A. Musick & Wilson, 2008). Previous literature in volunteering and online social media suggests 
that online social media should enhance volunteers’ likelihood to join the volunteer organization 
and their willingness to continue.  
When first starting a volunteer job, individuals may experience friction and frustration 
with learning new job tasks and fitting in to their new environment. Organizational support 
reduces these feelings and integrates the volunteer into a new job more quickly and easily. 
Volunteers greatly benefit from contact with paid staff and more experienced volunteers, in 
addition to job training and socialization (Grossman & Furano, 1999). Social anxiety can play a 
role in whether an individual would rather volunteer or donate money; being asked to volunteer 
by a friend, family, or co-worker, reduces one’s social anxiety with respect to volunteering 
(Handy & Cnaan, 2007).  
Once socialized, a new problem develops in that the organization must encourage the 
volunteer to keep coming back to work. Retention of volunteers is a significant problem, and 
studies deeply questioning volunteer retention are few (Yanay & Yanay, 2008). This problem 
has definitely not been solved (Eisner et al., 2009; USDOL, 2011), and in fact, may be getting 
worse. According to the Current Population Survey, the attrition rate of volunteers from 2000 to 
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2007 was nearly 33%, representing an estimated $38 billion in lost labor in the U.S. alone 
(Eisner et al., 2009).  
Ex-volunteers stated they did not return the next year because, (1) their assignments did 
not match their skills or interests, (2) their contributions went unrecognized by the organization, 
(3) volunteer organizations did not measure the hard dollar value of the volunteers’ time, 
preventing companies from taking it seriously, (4) staff and volunteers did not receive enough 
training to cooperate effectively with each other, and (5) volunteer organizations’ leaders did not 
invest enough time in promoting volunteers (Eisner et al., 2009).   
Many of these areas of dissatisfaction seem like volunteers perceived a lack of support 
from the volunteer organization. Unsurprisingly, volunteers are more likely to continue when the 
volunteer organization actively engages them in important activities that support the 
organization’s cause (Eisner et al., 2009). For example, Yanay et al. (2008) found that volunteers 
quit an organization providing telephone-based social support because they themselves felt 
unsupported by the organization’s management. Longer-term volunteers reported they stayed 
because they had learned ways to cope through social avenues (Yanay & Yanay, 2008). This 
finding is interesting because it shows that social communication can help increase volunteer 
retention.  
2.5. Volunteer Organizations and IS Effectiveness 
The true test of an information system is whether it succeeds in the organization and does 
what it promised to do. One way of measuring IS success is to measure “effectiveness”. In 
volunteer organizations – unlike pure paid-employee organizations – effectiveness is not 
measured by profit and earnings. Effectiveness is also not measured by whether users use the 
information system or whether they like it, or whether they maximize its features. Rather, 
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volunteer organizations’ primary measure of project success is how well a system fulfills the 
organization’s mission (Drucker, 1990).  
For-profit organizations talk in terms of return-on-investment (ROI). Before they can 
invest in a new tool, they investigate how much profit they can expect to receive from their 
investment and how quickly. However, most volunteer organizations do not measure ROI in 
dollars. Rather, ROI is measured by how well the investment fulfills the mission statement. 
Measures of successfully carrying out the mission vary widely by organization and industry. 
These measures are unique for each organizational mission, although there may exist standards 
within each industry (Drucker, 1990; Pearce, 1993). For example, many animal shelters measure 
“live release rates” showing how many animals were placed in homes.  
Mission statements typically include the goals or purpose of the volunteer organization, 
whether to save more lives, help fight forest fires, reduce homelessness, reduce animal suffering, 
etc. If the information system increases the organization’s ability to meet its mission, the system 
is deemed successful. In the context of this dissertation, an organization will likely consider 
social media more effective when it makes their job communicating with, retaining, and 
recruiting volunteers easier. Volunteers will likely consider online social media effective for 
similar reasons. If it makes them feel empowered, more connected with other volunteers and 
more a part of the organization, then it should increase their enthusiasm to participate in the 
organization. Therefore, the focus of IS effectiveness for volunteer recruitment and retention 
should be in terms of its ability to increase retention and recruitment of volunteers. 
Zhang et al. (2010) present a preliminary conceptual framework for studying IS 
effectiveness in non-profit and volunteer organizations. Zhang et al. (2010) “propose that IS 
effectiveness depends on whether a nonprofit organization can support sufficiently motivated 
25 
workers with the right skills to use the right technologies for the right tasks. While this is also 
true in for-profit organizations, these components take on different characteristics in the 
nonprofit context, and need to be conceptualized and operationalized differently” (2010, p. 5). 
“Furthermore, there are people working in non-profit organizations that businesses have no 
experience dealing with. They are called ‘volunteers’” (Drucker, 1990, p. 181).  
Zhang et al. (2010) mention that non-profit organizations rely on volunteer workers, but 
they do not easily distinguish between volunteers and paid workers. It has been shown that 
volunteers significantly vary from paid workers when comparing their motives, satisfaction, and 
commitment (Marc A. Musick & Wilson, 2008; Wilson, 2000). As such, volunteers are only 
loosely classified in Zhang’s framework. Zhang et al. (2010) “posits that IS effectiveness 
depends on the fit between tasks, technologies, and workers, as well as the factors in the broader 
organizational and social environment where IS are deployed and used” (Zhang et al., 2010, p. 
2). They “define IS effectiveness as the extent to which IS assist nonprofit organizations and 
their workers to achieve their goals” (Zhang et al., 2010, p. 2). This dissertation identifies tasks 
as volunteer recruitment and retention, technology as social media, and workers as volunteers, 
paid staff, and individuals to be recruited. 
2.6. Social Media Use in Volunteer Organizations 
The use of online social media in relation to volunteers is a fairly new area of inquiry. A 
few studies conducted in this area were case studies of a single organization (Farrow & Yuan, 
2011; Hovey, 2010; Panagiotopoulos et al., 2011; Witman, Johnson, & Sparkman, 2010; Zhang 
et al., 2010). Less known are questions of how volunteers view online social media, how 
volunteers feel about the volunteer organization using online social media, or how online social 
media impacts volunteers. Initial studies considered members’ attitudes toward online social 
media use by a labor union (Panagiotopoulos et al., 2011), a church congregation (Witman et al., 
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2010), an alumni network (Farrow & Yuan, 2011), and a dance studio (Hovey, 2010). However, 
these studies did not consider how online social media affect volunteer processes, nor did they 
address the components of these processes. 
Complicating these studies, “effective” use of social media is relatively rare even though 
some use is prevalent. In a content analysis of 275 non-profit organizations’ Facebook profiles, 
most organizations did not take full advantage of social media’s capabilities. Only 35 posted 
information about volunteer opportunities at all, which suggests a significant gap in 
understanding the importance of social media as a communication tool (Waters et al., 2009).  
Online social media can fulfill many different roles and reach volunteers in different 
ways. Online social media lets users post comments, share photographs, participate in groups and 
events, play games, and send private messages within their personal networks. How users value 
and evaluate social media affects how they interact with their network. Furthermore, an 
organization plays various roles within its community. Members of the community can connect 
directly or indirectly to the organization but the organization only controls communication within 
its immediate network. With social media, the organization can access members’ extended 
networks, reaching a whole new community of potential volunteers. Online social media allows 
for two-way interaction with the ability to broadcast messages and push them directly to the 
targeted user plus all of his or her friends. 
This community extends beyond the organization’s primary control. Network members 
extol the organization’s virtues and critique its flaws within their personal networks. The 
organization has no direct control of members’ individual social media pages. Although the 
volunteer organization can monitor content, share news, and interact with this network, it cannot 
micromanage the whole network. Therefore, how the organization uses social media may impact 
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volunteer recruitment and retention, because these processes involve managing relationships 
with volunteers, who may be expecting a certain level of interaction via social media. 
With online social media, many people in a social network can be reached 
instantaneously. These mediums encourage users to comment in return (Safko & Brake, 2012). 
Volunteers can see which friends also volunteer, creating a self-reinforcing effect. Online social 
media provides a way for the organization to reach a large community of likeminded individuals, 
those with similar experiences, and those with an interest in a particular subject. Online social 
media provides a sense of community which reduces feelings of isolation (Ellison et al., 2007).  
Non-profit industry leaders report that their organizations’ online social media use is 
rapidly on the rise, and they rated developing a strategy as their number one critical success 
factor (41%).  They also estimated that “the average value of a Facebook Like is $214.81 over 
the 12 months following acquisition” (Patrick, 2012, p. 5). IS leaders expressed a need for more 
research into online social media strategic use in volunteer and non-profit organizations (Lee & 
Bhattacherjee, 2011). Paradoxically, the top 200 largest non-profit organizations report extensive 
social media use, over and above the for-profit sector’s use (Patrick, 2012). Yet no such study 
asked the rest of the formal volunteer organizations (who make up the majority of this sector) 
what they do.  
Although large non-profit organizations consider social media such as Facebook “an 
incredibly important part of their communication strategy” (Barnes, 2011, p. 10), they similarly 
approach it like “just another means of communication” or one more tool in their public relations 
and media arsenals. In a small study of Facebook users, they classified Facebook as “just another 
means of communication,” rather than an earth-shattering or all-encompassing technology that 
would change the way they communicate (Barkhuus & Tashiro, 2010, p. 4). Facebook users 
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“used all available means, from email, course discussion forums and other Web services…both 
voice and text…[with] a tacit understanding of what means …was appropriate for what 
message” (Barkhuus & Tashiro, 2010, p. 4). 
One organization for example – New York City’s Anti-Violence Project (“AVP”) – 
found limited success using Facebook as a recruiting tool. Although they had some success, they 
do not believe it was “any better at attracting one demographic than another, or than other 
recruitment methods” (Bernard, 2011, p. 2). They typically use Facebook to ask for volunteers in 
three ways. First, “events that need more traditional mobilization efforts,” “socially-oriented 
events,” and “program-oriented, specific asks” (Bernard, 2011, p. 1). 
Organization support increases volunteers’ pride and respect for their volunteer work, 
which reinforces their normative organizational commitment and intent to continue volunteering 
(Boezeman & Ellemers, 2007). This finding suggests that social media would benefit volunteers 
if used to spotlight volunteer efforts and show the organization’s support for their volunteers’ 
work. However, volunteering and social media research have not investigated how volunteer 
organizations characterize social media’s role within the organization and its effectiveness for 
recruitment and retention.  
One study that analyzed how 100 nonprofits used Twitter, categorized the organizations’ 
tweets into three categories: information, community and action. They concluded that Twitter 
was more effective at community building that traditional websites (Lovejoy & Saxton, 2012). 
Four types of tweets supported community building: “giving recognition and thanks and 
acknowledgment of current and local events,” “responding to public reply messages,” and 
“response solicitation” (Lovejoy & Saxton, 2012, p. 12). Although not directly related to 
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volunteers, these findings suggest that social media could be useful for communicating with 
volunteers. 
In a sample of 275 non-profit organizations’ Facebook profiles, most non-profit 
organizations were not taking advantage of the full range of capabilities available to them. In 
fact, they primarily treated their Facebook profile as just another media outlet. “Although 44% 
posted news announcements…very few took advantage of the multimedia capabilities” (Waters 
et al., 2009, p. 104) and “did not provide many methods for their supporters to become more 
involved” (Waters et al., 2009, p. 105). Waters, et al. (2009) concluded that these organizations 
“failed to take advantage of the interactive nature of social networking” (p. 105). The next 
section summarizes potentially relevant theories to the research question being investigated. 
These theories informed the studies conducted.  
2.7. Review of Relevant Theories 
Based on the literature review, seven theories were identified to potentially explain why 
an individual decides to volunteer. These theories (as well as less-comprehensive, volunteering-
related theories) are described briefly in Appendix D. The constructs partially overlap, as shown 
in Table 2 and described in the narrative that follows.  
It became obvious from this review that the processes of volunteer recruitment and 
retention (here, from the individual’s point of view, “joining” and “continuing”) are in fact quite 
complicated. A complete explanation of the joining process and/or the continuing process would 
be difficult without combining multiple theories or taking a broader methodological approach.  
No single theory explains the complex decision of joining the volunteer organization or 
of continuing to volunteer, nor how social media impacts those decisions. The theory of planned 
behavior (“TPB”) may explain why someone starts volunteering, but it does not account for the 
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impact of social media. The next section explains the conceptual relationships between TPB and 
the other theories identified.  
2.7.1. Theory of Planned Behavior as a Starting Framework  
The Theory of Planned Behavior (TPB) is a broad, generic framework that explains an 
individual’s behavior based on a combination of personal, social and contextual factors. TPB 
states that attitude, social norms and perceived behavioral control determine a desired behavioral 
outcome. Functional motives to volunteer describe personal benefits that cause an individual to 
volunteer. These motives make up an individual’s attitude towards volunteering. Additional 
attitudes include altruism and pro-social attitude (Ajzen, 1991). 
Table 2. Theory Concept Map 
 
Previous sociological studies of volunteering focus on personal attributes that predict a 
higher incidence of volunteering. Particularly, women tend to volunteer slightly more than men, 
whites more than other ethnicities, and people with higher socioeconomic status, education or 
 Explains Join (J) or Continue (C) J, C C C J, C J, C J, C J, C 
 Construct FMs COM RMT SDT SET TPB P-O  
In
di
v
id
u
al
 
Cost of behavior 
    I   
Extrinsic motivators/benefits I   I I I  
Intrinsic motivators/benefits I   I I   
Personal characteristics 
 I     I 
Value congruence I  I  I  I 
Ex
p Past experience  I      
Perceived behavioral control 
     I I 
So
ci
al
 
Extent of socialization into group 
 I      
Group membership; in-group/  
out-group membership   I     
Social norms I I    I I 
D
V
 
Commitment DV M I    DV 
Continuance intention DV I DV DV DV M/DV  
Satisfaction DV  I DV    
Key: I = Independent variable; M = Moderator; DV = Dependent variable 
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income volunteer more (Marc A. Musick & Wilson, 2008; Wilson, 2000). These characteristics 
play into one’s social norms, social integration and social network. Social aspects of 
volunteering are similar to social norms in TPB.  
Social capital, or the relationships between people upon which one can draw when 
needed, increases one’s likelihood of joining a volunteer organization. This increased social 
integration leads to a higher incidence of volunteering for a number of reasons. First, an 
individual is more likely to come in contact with a recruiter. Second, if volunteering is expected 
and/or traditional in one’s social circles, then an individual is more inclined to do it. It is 
considered “normal.” Social networks also increase volunteering for similar reasons (Marc A. 
Musick & Wilson, 2008; Wilson, 2000).  
Perceived behavioral control consists of what one believes he or she is capable of doing 
and the resources at one’s disposal to conduct the behavior. It also includes constraints upon 
one’s ability to accomplish the task (Ajzen, 1991). In the case of volunteering, a constraint is 
working full time, because it reduces time available to volunteer. Previous volunteer experience 
also leads to greater incidence of volunteering because one already knows who to ask to join or 
where to look for information about volunteering opportunities.  
TPB includes interaction effects between attitude, social norms and perceived behavioral 
control, but this literature review only found one example of TPB being tested in volunteering 
research. The study found that TPB predicted volunteering better than functional motives for 
highly-motivated volunteers (Greenslade & White, 2005). Social norms and perceived behavioral 
control are interrelated constructs, because as part of a social network, an individual has fewer 
constraints to volunteering and more available avenues to learn about volunteering opportunities. 
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It would be interesting to see whether larger online social networks affect the likelihood of 
coming into contact with a volunteer recruiter.  
Altruism may moderate the relationship between volunteer intention and behavior 
because although everyone presented with the opportunity to volunteer may want to do it, only 
those with higher altruistic feelings will actually agree to take action. Being asked greatly 
decreases barriers to volunteering, because it reduces constraints, which increases perceived 
control. Volunteer recruiters usually invite people they know who are more likely to agree. Being 
asked to volunteer by a friend reduces the uncertainty of volunteering, and increases one’s 
likelihood to agree (Marc A. Musick & Wilson, 2008).  
Simply being asked to volunteer increases the probability of volunteering by 45% and 
number of hours contributed by 20 hours per year (Marc A Musick, Wilson, & Bynum, 2000). 
Based on social capital theory, racial differences in volunteering are not caused by socio-
economic status but whether someone is asked. Coincidentally, social media is touted as a great 
equalizer, in that it gives more people a voice than ever before (Halzack, 2013). However, socio-
economic status and the digital divide still prevent access by some populations, further 
exacerbating this issue (Lee & Bhattacherjee, 2011).  
The other theories shown in Table 2 and Appendix D describe antecedents and 
moderators of TPB constructs. Self-determination theory states that an individual’s intrinsic and 
extrinsic motives determine to what extent he or she behaves a certain way, and the extent to 
which one’s behavior is self-motivated and self-determined (Ryan & Deci, 2000). Self-motivated 
behavior and intrinsic motives are similar constructs to functional motives which describe one’s 
reasons for volunteering. Social motive and extrinsic motivators are similar to social norms, in 
33 
that they are focused outside one’s self. Logically, extrinsic motives should increase one’s 
perceived behavioral control by reducing barriers to volunteering.  
Based on social norms theory, in a sample of married women, those with neutral personal 
norms were affected by the legitimacy of an organization’s need for their help. Women with high 
or low norms were not affected by high or low legitimate needs of the organization’s plea for 
help (Schwartz & Fleishman, 1978). Volunteers who feel supported and valued by the 
organization are more inclined to continue volunteering in the future, and in fact, these 
volunteers will donate more time and effort than those who do not feel valued and supported 
(Farmer & Fedor, 1999). These facts suggest that a volunteer organization could take steps to 
improve volunteers’ feelings of well-being, which in turn would increase volunteer hours and 
commitment. 
Social exchange theory or net-cost approach has been used extensively to model 
volunteer behavior and the decision to volunteer (Corrigan, 2001; Emerson, 1976). When 
benefits outweigh costs, individuals are more inclined to volunteer. Costs present a barrier, 
which reduces behavioral control. Perception of benefits improves one’s attitude towards the 
activity, if benefits are expected in return. Volunteers, however, will persist even when costs 
outweigh benefits, because they feel the cause is well worth their sacrifice (Corrigan, 2001). In 
fact, when volunteers receive personal material benefits from volunteer service, whether 
monetary or otherwise, their contribution is deemed less voluntary by peers (Handy et al., 2000). 
This unique balance between costs and benefits suggests that altruism and personal motives may 
play an even higher role in the decision to volunteer than behavioral control. Or it may be that 
positive attitude can increase one’s feeling of control, but what role does social media play in 
this process? 
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Functional motives (Clary & Snyder, 1999) explain the reasons why an individual agrees 
to volunteer and why people continue volunteering. This theorizing states that people volunteer 
for six reasons or motives. A motive is a need for a desired outcome. Similarly, the theory of 
planned behavior states that people perform a certain behavior based on a combination of their 
behavioral beliefs, subjective norm, and perceived behavioral control. Behavioral beliefs are 
one’s belief that a behavior will produce a certain outcome.  
Behavioral beliefs influence one’s attitude towards the behavior, either positively or 
negatively. Subjective norm is based on how one’s social peers and norms relate to the behavior. 
Perceived behavioral control is the ease or difficulty with which an individual can perform the 
behavior (Ajzen, 1991). In relation to volunteering, TPB could predict whether or not someone 
would volunteer, but motives would explain why he or she volunteers and what outcomes are 
important in influencing behavioral beliefs and attitudes towards volunteering. Subjective norm 
is similar to the social function for volunteering, and perceived behavioral control could explain 
why someone who may be very interested in volunteering would not join if they do not have 
time due to work, school, and family time commitments.  
Functional motives are limited by a disregard for the impact of resource constraints on an 
individual’s time such as time and family commitments. It does not take into account the 
individual’s environment and context, which are important determinants of volunteering (Smith, 
1994). TPB accounts for behavioral constraints, which may help explain why motives are so 
similar to TPB’s constructs. In terms of explaining how social media impacts recruitment and 
retention, these theories are informative yet incomplete.  
2.7.2. Functional Motives 
Functional motives states that people have six basic motives for volunteering: protective, 
values, career, social, understanding and enhancement. These six motives, or functions, are more 
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or less important to different individuals, causing them to volunteer “in the service of different 
psychological functions” (Clary et al., 1998, p. 1517). These motives are described in Table 3. It 
is interesting to note that the original authors do not refer to their work as a theory, model or 
framework, although they do characterize it as theorizing about volunteer motives. Subsequent 
use of these constructs, in crediting the original authors, refer to them as the “functional theory of 
motivation to volunteer” (Okun, Barr, & Herzog, 1998, p. 609). To distinguish volunteer motives 
(a reason for doing something) from intrinsic and extrinsic motivation (a drive that compels one 
to do something) and in keeping with the original authors’ work, this dissertation refers to these 
six reasons to volunteer as “functional motives.”  
Table 3.  Motives 
Motive Definition from (Clary et al., 1998, pp. 1517-1518) 
Career Chance to further one’s career or learn career-related skills 
Enhancement “A means of maintaining or enhancing positive affect”  
Protective “Center on protecting the ego from negative features of the self … to 
reduce guilt over being more fortunate than others and to address one’s 
own personal problems”  
Social “Motivations concerning relationships with others. Volunteering may 
offer opportunities to be with one’s friends or to engage in an activity 
viewed favorably by important others”  
Understanding Opportunities for “new learning experiences and the chance to exercise 
knowledge, skills and abilities that might otherwise go unpracticed”  
Values Volunteering provides an outlet to “express values related to altruistic 
and humanitarian concern for others”  
 
Volunteers are driven by a need to “express values related to altruistic and humanitarian 
concerns for others” (Clary et al., 1998, p. 1517). Social media provides a means for volunteers 
to express their personal values and to interact with other volunteers who may share and 
reinforce those values. Like’ing something on Facebook is one way of expressing one’s personal 
values. Career-motivated individuals want to learn important work-related skills and gain career-
related benefits such as new contacts. Individuals will maintain larger networks of friends to 
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support their career motives. Career-motivated individuals are also concerned about presenting a 
current professional image. 
Volunteering affords individuals unique opportunities for “new learning experiences and 
the chance to exercise knowledge, skills and abilities that might otherwise go unpracticed,” 
defined as the understanding function (Clary et al., 1998, p. 1518). For example, a business 
executive donating his time to a soup kitchen would learn how to cook for hundreds of people, a 
superfluous skill in his regular employment but one that he is interested in learning. The 
understanding motive relates to the desire to learn new knowledge, skills and/or abilities. The 
understanding function is similar to the personality trait openness to experience, because “those 
who are high on [this] trait are more likely to have a wide variety of interests and a willingness to 
pursue those interests” (Ross et al., 2009, p. 582). Openness to experience is related to online 
sociability, which Ross defines as “the frequency with which individuals engaged in different 
OSN activities” (Ross et al., 2009, p. 581).  
Social pressures, norms, and expectations make up the social function. When one’s 
friends and important others put a higher value on volunteering, one is more likely to view it 
favorably and feel inclined towards it. If an individual considers those important others’ opinions 
to be important, the social function is likely to be more important to him or her. When parents 
consider community service to be important, their children are more inclined to participate 
(Wilson, 2000).  
The protection function is more intrinsic than the career function. The idea of one’s 
personal ego is fundamental to functional theorizing, in that people are motivated to both protect 
and challenge their ego (Katz, 1960). In protecting one’s ego, an individual is motivated to 
volunteer in order to “reduce guilt over being more fortunate than others and to address one’s 
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own personal problems” (Clary et al., 1998, p. 1518). This motive is also seen in studies of 
altruism (Batson, 1991), where an individual is motivated to donate money out of guilt that he or 
she is more fortunate than others.  
The transparency of social media to showcase examples of success stories and good 
deeds would allow volunteers to clearly see the positive results of their contributions. To protect 
their egos, those motivated by the protection function might be less inclined to share personal 
details about themselves. However, to reduce their guilt they possibly respond to other people’s 
posts. Individuals motivated by protection function would choose to volunteer as an escape from 
their troubles. One way to escape on social media would be to ignore one’s own site and escape 
to a friend’s site.  
The final function served by volunteering is enhancement. Enhancement involves 
“maintaining or enhancing positive affect” (Clary et al., 1998, p. 1518). Whereas protection 
reduces “negative aspects surrounding the ego,” enhancement “involves positive strivings of the 
ego” (Clary et al., 1998, p. 1518). Individuals volunteering because of the enhancement function 
strive to make themselves feel important and needed.  
A volunteer’s primary motive varies by the organization’s mission (Neumann, 2010; 
Nov, 2007; Planalp & Trost, 2009). When a volunteer receives functionally-relevant benefits that 
match his or her motive, he or she reports higher satisfaction and continuance commitment “in 
both the short- and long-term future” (Clary et al., 1998, p. 1526). When a person’s volunteer 
experiences match those functions which he or she considers most important, the person is more 
likely to report feeling satisfied with the experience and will express a desire to continue 
volunteering (Clary et al., 1998). 
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Volunteer organizations can directly manipulate individuals’ willingness to volunteer by 
how they present messages to volunteers. In Clary et al. (1998), subjects rated an advertisement 
that matched their motives to volunteer higher than advertisements that did not match their 
motives, and the matching advertisement increased their willingness to volunteer. Therefore, 
logically, when volunteer organizations primarily reach volunteers using messages that match 
volunteers’ motives, volunteers should be more inclined to continue volunteering. By its nature, 
social media could support communication and community building which could possibly help 
volunteers make sense of the organization. Making sense of the organizations helps to instill a 
sense of community and having a sense of community can increase participation and provide an 
avenue for “individual and community transformation” (Peterson et al., 2008, p. 799). 
Whether or not individuals are aware of their personal motives, they will gravitate 
towards tasks that match these motives (Houle, Sagarin, & Kaplan, 2005). The functional motive 
scales have been used to test what motivates volunteers in different volunteering fields, including 
animal services, social services, and forestry (Caissie & Halpenny, 2003; Neumann, 2010; Nov, 
2007; Planalp & Trost, 2009). It has also been shown that motives change through the life 
course, from young adulthood through middle age and into retirement (Okun et al., 1998). 
Organizations need to consider their volunteers’ motives at all life stages and act accordingly. 
The functional motive scales are sufficiently general and simple to apply to a wide variety of 
research contexts.  
2.7.3. Process Virtualization Theory 
Process virtualization theory posits that the extent to which a process can be virtualized 
depends on the process requirements.  “A process is broadly defined as a set of steps to achieve 
an objective” (Overby, 2008, p. 278). Processes are not limited to work processes, and in fact, 
may include a process as simple as purchasing an item. Processes may be virtualized with or 
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without using technology. A virtual process is conducted without physical interaction and it may 
or may not include IT. For example, in the case of online shopping, virtual shopping could be 
done via a paper catalog or a website. If using a website, then the process is virtual with IT. If 
virtualizing a process with IT, then IT moderates the relationship between the process 
requirements and the extent to which the process can be virtualized. IT moderates the 
virtualizability based on its reach, representation and monitoring capability (Overby, 2008). 
Processes have four main types of requirements: sensory, relationship, synchronism, and 
identification and control. The sensory requirements of a process limit the ability of IT to 
approximate the experience. For example, when purchasing clothing online, a would-be 
purchaser cannot touch the fabric or try it on to see how the cut feels when worn. As a result, 
sensory requirements of purchasing clothing reduce customers’ willingness to purchase clothes 
online sight unseen. Volunteer recruitment has varying sensory requirements based on the 
organization and the volunteer position. Many times, volunteers do not know what they are 
getting into until they have joined and started working. Working conditions may be 
overwhelming if volunteers are not properly prepared to face them. For example, volunteers for a 
homeless shelter may not realize the extent of human need and suffering that recipients face.  
Similar to sensory requirements, relationship requirements of a process refer to the 
connections between people and the “need for process participants to interact with each other in 
a social or professional context” (Overby, 2011, p. 112). Volunteer socialization usually involves 
a high level of relationship requirements to keep a newly-recruited volunteering from quickly 
leaving (Marc A. Musick & Wilson, 2008; Yanay & Yanay, 2008). Volunteers typically need 
longer to socialize into an organization because they work fewer hours than full time employees, 
and as a result, relationship requirements are higher for volunteer retention, at least initially. 
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Volunteers also can leave the organization at any time, increasing the need for relationship 
requirements. PVT states that higher relationship requirements reduce the virtualizability of a 
process; however, by its nature, social media somewhat approximates relationship connections in 
the absence of physical interaction.  
Synchronism requirements are the need for steps of a process to occur at the same time. 
Where possible, volunteer organizations have turned to online scheduling systems to recruit 
volunteers and coordinate work schedules. However, the process could still be burdened by a 
high need for contact leading up to recruitment and scheduling, depending on the volunteer 
organization’s socialization process. A manager reviews schedules and assigns volunteers to 
open tasks. In relation to relationship and sensory requirements though, synchronism 
requirements of volunteer recruitment and retention could be much lower.  
Identification and control requirements for the most part seem high in volunteering. 
These requirements refer to the organization’s need to identify volunteers and control their 
behavior. Many organizations track volunteer hours for fundraising purposes and to recognize 
exemplar volunteer efforts. President Obama annually awards top volunteers across the country. 
Volunteer organizations also need to know who is working in their facility for many reasons, 
including in the case of insurance and liability in case of accident. Some organizations have 
limited access areas and sensitive information or protected populations such as cancer patients 
with compromised immune systems. Without a means to identify volunteers, these organizations 
could open themselves to liability and insurance conflicts. 
PVT states that IT moderates the relationship between process requirements and process 
virtualizability through 3 mechanisms: representation, reach and monitoring capability. IT’s 
ability to approximate reality is termed representation, and it moderates how sensory and 
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relationship requirements impact a process’ virtualizability. Reach describes an IT’s ability to 
span space and time, reducing synchronism needs. Monitoring capability allows an IT “to 
authenticate process participants and track activity” (Overby, 2008, p. 284).  
PVT bridges the gap between volunteer theories and IS theories, in that it shows IT 
moderating relationships of a process. This dissertation focuses on two processes: volunteer 
recruitment and retention. Each process has unique requirements which are somewhat described 
by TPB and functional motives. If these processes were conducted via online social media, they 
would be virtualized with IT. However, measures of the requirements for each process, for 
virtualizability, and for IT moderating effects are not readily available, especially in this research 
context.  
Representation provides a way for IT to stand in for sensory requirements. In this way, 
what previously required physical interaction can now be conducted via IT. In the case of 
volunteer retention, representation of the volunteer experience and support for volunteers can be 
conducted electronically through social media in a number of ways. First, photos and stories 
available online can create an historical record of volunteers’ experiences which they can then 
read in the future. Other volunteers could read the stories and get a better understanding of other 
volunteers’ experiences.  
“Simulations of actors and objects” on social media is provided by stories, pictures, 
comments, and videos. This content is not only posted by the organization but also by other 
volunteers. User generated content creates a unique situation in the context of volunteering. This 
capability was not previously available as easily or cheaply as previous IT. Offline, volunteers 
would need to actually experience all of these situations themselves. Online, they could read 
stories from other volunteers without meeting them in person. Volunteers can readily reflect and 
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review their experiences on social media through pictures and stories. IT’s ability to accurately 
represent volunteers’ experiences and make it obvious and apparent at any time should increase 
the virtualizability of recruitment and retention. 
Reach refers to an IT’s ability to bring people together without requiring physical 
interaction. This meeting in communication applies to both time and space. In the case of social 
media and volunteer retention, volunteers can receive support from managers and other 
volunteers without being physically located. They could communicate with previous volunteers 
who are no longer with the organization. Without social media that would be more costly to 
implement. Usually meetings between volunteers occur physically while working, and as a result 
they are few and far between for volunteers who work infrequently. Although volunteers could 
communicate by email, phone, or in person meetings, the availability of social media means that 
infrequent volunteers can get the information and support they need from the organization or 
other volunteers at lower cost, effort, and time. Therefore, social media could make it easier to 
virtualize some activities necessary for volunteer processes. 
Monitoring capability provides a way to identify the individual participants in the 
process. Social media provides a place for participants to enter their name and a photo to identify 
themselves. A picture can be much more effective to identify a person known by facial 
recognition but not by name. Volunteer retention does not have particularly high monitoring and 
control requirements for the volunteer. However, the organization does need to be careful about 
what is visible on their social media websites from a public relations standpoint. In this case, it is 
important to verify the sources of information coming from user generated content. Social media 
provides a way to track information because it saves a record of all content and the organization 
controls what remains visible on their social media site. 
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Monitoring capability should moderate the virtualizability of volunteer processes. When 
volunteers feel supported and that the organization cares, they are more likely to feel committed 
and continue volunteering with the organization (Farmer & Fedor, 1999). Positive internal 
marketing initiatives increased volunteers’ job satisfaction and commitment to the organization, 
both of which in turn, increased volunteers’ commitment to provide high-quality service 
(Bennett & Barkensjo, 2005). Examples of internal marketing initiatives included additional job 
training, accomplishment recognition, and “sound internal communications with extensive 
information sharing and two-way interactions” (Bennett & Barkensjo, 2005, p. 254).Social 
media provides a way to provide these communication interventions at minimal expense.  
Furthermore social media allows this monitoring capability to occur much faster in 
response to environmental changes. For example, news stories posted online nearly-live, 
oftentimes before television news outlets. By the time news stories air on TV, they are often 
stale. Internet stories can go viral in just a few hours, sometimes faster. Social media provides a 
flexible way for organizations to respond and react to events that impact them, thereby 
virtualizing volunteer processes. 
Social media could increase a volunteer manager’s reach, because it provides a way to 
communicate with hundreds and thousands of users at once. Unlike email, social media reaches 
anyone who is interested in the information or in receiving updates, whether or not the sender 
knows their identities. Whether or not to receive updates from a particular social media webpage 
(at least for Facebook), is entirely in the recipient’s control. Emails are directed to specific 
individuals, which requires the sender to know the recipient’s address. However with social 
media, one post in one place is available to whoever is interested.  
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Furthermore, social media information is static and saved on external servers to be 
presented whenever the reader wants to see it, but email can be easily deleted by the recipient 
and/or mismanaged or put in spam accidentally, and thus less effective. Social media increases 
the volunteer manager’s reach across space and time in that older posts are available to new 
volunteers, unlike email. This fact increases the volunteer manager’s reach across time. 
Volunteers can post updates about their experiences and answer questions when the volunteer 
manager is not available, again, unlike email. The next section describes how the literature 
review was conducted.  
2.8. Literature Review Methodology 
A broad literature review was conducted to determine how to conduct the research 
studies and to orient the dissertation’s contribution. The literature review began with a search of 
the JSTOR database for the keyword “volunteer*” in English and abstract only in the specific 
subject databases of business, economics, management and organizational behavior, political 
science, psychology and sociology. These databases are the most relevant to the topic. JSTOR is 
very stable, which increases the reliability of the literature review.  
This search resulted in 502 articles, which were manually screened to 94 articles based on 
the titles and abstracts. Articles that did not directly relate to an individual donating time to assist 
an organization’s mission were removed. For example, some articles mentioned volunteering to 
join a study or organizations voluntarily participating in a government subsidy program. This 
discrimination reduced the number of relevant articles to 94.  
Next, the 94 articles were summarized in a table to compare relevant study aspects. Based 
on the descriptive summaries, the 94 articles were categorized in the following ways: by 
(a) epistemology, (b) demographics included, (c) whether volunteering was measured on a 
continuous or dichotomous scale, (d) study method (i.e., survey, case study, experiment, etc.), 
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(e) whether theory guided the study, (f) the data source, and (g) whether the study reflected 
joining, continuing, or volunteering in general. Table 4 provides statistics for the 94 articles 
found.  
Table 4.  Article Statistics 
(#) Study Characteristics # Articles % (N=94) 
(a) Positivist 
Interpretive 
Economic analysis 
Not applicable 
64 
14 
9 
7 
68% 
14% 
9% 
7% 
 
(b) Demographics as variables 
Demographics not reported or not applicable 
57 
37 
61% 
39% 
(c) Volunteer not measured at all or not applicable 
Volunteer measured as a continuous variable (scale) 
Volunteer measured as dichotomous variable (yes/no) 
44 
27 
23 
47% 
29% 
24% 
(d) Secondary data analysis (e.g., national survey) 
Survey  
Case study 
Interviews 
Experiment 
Ethnography 
Field study 
Not applicable 
51 
15 
9 
6 
5 
4 
2 
2 
54% 
16% 
10% 
6% 
5% 
4% 
2% 
2% 
(e) Theory used to guide study 
Theory not used to guide study 
31 
64 
33% 
77% 
(f) Primary data collection 
Secondary data collection 
44 
51 
46% 
54% 
(g) Join only (recruitment) 
Continue only (retention) 
Join and continue measured 
Volunteer without distinguishing between join or continue 
Not applicable 
6 
8 
6 
48 
28 
6% 
8% 
6% 
51% 
28% 
 
The majority of articles were positivist which leaves a large gap for more interpretive and 
theory-building research. These articles also revealed a lack of mixed methods and qualitative 
studies, which are necessary for building deep understanding of a complicated process like 
recruitment or retention. These gaps lend support for using qualitative and mixed methods in this 
dissertation. One-third of the articles found do not differentiate between joining volunteer 
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activities and continuing to volunteer, especially if they measured volunteering as a dichotomous 
variable. These studies asked respondents whether they had volunteered or not, or helped in their 
communities or not. It is equally unclear whether respondents were active volunteers in a 
volunteer organization, or participating in annual or irregular one-off type events.  
 
This dissertation clearly demarcates between joining (recruitment) and continuance 
(retention) with a volunteer organization and working for an extended and/or ongoing period of 
time. Research on volunteer continuance shows significant differences in motives to volunteer 
between one-time, short-term and long-term volunteers. Treating volunteering as a dichotomous 
(yes/no) variable cannot capture these differences. This lack of specificity suggests a potential 
gap in the literature which is addressed in part by this dissertation.  
Roughly one-third of the articles focused on socioeconomic and demographic factors. 
Individual attributes of a person cannot be changed by the volunteer organization, and they do 
not in and of themselves explain outcomes. For example, education and economic status result in 
greater volunteering. One potential explanation is that these individuals are more likely to be 
asked (Marc A. Musick & Wilson, 2008; Wilson, 2000), but it cannot be disproven.  
Despite most studies’ positivist approach, only one-third discussed a theory to focus their 
investigation and/or to explain and generalize the results. In response to this potential gap, this 
dissertation reviews potential theories that may more generally explain how online social media 
relate to individual volunteers’ joining and continuing to volunteer in a volunteer organization. 
Because few studies were found about online social media use in volunteer organizations, to 
complete the narrative, the 94 articles found in JSTOR were augmented with material from 
Google Scholar.  
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2.9. Conclusion 
Volunteer organizations typically lag behind in IT adoption. Yet online social media 
offers tools to help volunteer organizations improve recruitment and retention, if only they knew 
what to do with social media. This dissertation investigates some of the factors that make social 
media effective for recruitment and retention of volunteers in volunteer organizations. The 
literature review described a few examples of effective and ineffective use of social media in 
non-profit organizations and the potential of social media for volunteer organizations.  
This chapter discussed theories of recruitment, retention and process virtualization, and 
their potential relationship to volunteer organizations’ social media use. Although extensive 
research has considered who volunteers and why, it is unclear how social media (or ICTs in 
general for that matter) impact volunteering processes. Therefore, based on the previous 
discussion, this dissertation takes an exploratory approach in order to develop a framework in 
which to understand the role of social media in volunteer recruitment and retention. The next 
chapter discusses the first study.  
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CHAPTER 3. HOW VOLUNTEER ORGANIZATIONS USE 
ONLINE SOCIAL MEDIA 
This chapter investigates the research context with respect to volunteer organization 
processes which lays the groundwork for Studies 2 and 3. Volunteer organizations operate within 
unique environments compared to non-volunteer organizations. Based on volunteering literature, 
the uniqueness of this context could affect online social media use. This chapter expands existing 
knowledge of social media use by volunteer organizations. It answers (Lee & Bhattacherjee, 
2011)’s call to investigate the organizational digital divide, with particular focus on volunteer 
recruitment and retention in local, medium sized volunteer organizations. Previous research on 
social media use in volunteer organizations has considered the top 200 largest non-profits 
(Barnes, 2011; Newmark, 2011). 
Additionally, online social media are ambiguously embedded in volunteer organizations, 
and volunteer organizations are notorious for lagging behind in IT adoption (Lee & 
Bhattacherjee, 2011; Zhang et al., 2010). Volunteer organizations in general do not have time, 
money, or personnel to invest in learning about new technologies, how to use them, or how to 
strategically implement them to recruit and retain volunteers. Compounding this problem, 
volunteer organizations in general do not place a high priority on IT, information or competitive 
advantage, unlike non-volunteer organizations. Considering that online social media is not 
central to operations in most organizations, it is likely that many volunteer organizations’ social 
media use is hindered due to their choice of IT strategy (Lee & Bhattacherjee, 2011; Zhang et al., 
2010).  
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Although social media are freely available, volunteer organizations could not 
automatically know how to use them. Even volunteer organizations who were found to use social 
media did not use them effectively (Barnes, 2011). Despite the growing abundance of 
professional advice on how to leverage social media for business, formal research has not yet 
linked practical advice on social media to measurable outcomes. Little systematic research exists 
to guide volunteer organizations towards effective social media use, particularly for recruitment 
and retention. How effectively volunteer organizations use online social media is an open 
question. If using social media, how much, in what ways, and how effectively? The research 
questions in this study establish a framework to understand online social media use among a 
sample of volunteer organizations. The study investigates the following research questions.  
RQ 1. To what extent do volunteer organizations use online social media? 
RQ 2.  How are volunteer organizations using online social media? 
RQ 3.  How are volunteer organizations using online social media to recruit and retain 
volunteers?  
RQ 4. To what extent do volunteer organizations have problems with recruitment and 
retention of volunteers?  
RQ 5.  Why (or why not) are volunteer organizations using online social media to recruit 
and retain volunteers?  
This study provides a broad review of how volunteer organizations use online social 
media to communicate with volunteers. This information could assist other volunteer managers 
in implementing social media strategically and provide needed IS research to establish a 
framework for further investigation. IS effectiveness (in this case the effectiveness of online 
social media) and impacts of IS are fundamental research issues in IS research. The next sections 
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discuss the qualitative study that investigated the research questions, how the data was analyzed, 
and its results.  
3.1. Study Methodology 
This study investigated what information systems volunteer organizations use to recruit 
and retain volunteers and in what ways. Although the main interest was online social media use, 
the study included other ICTs to gauge social media’s effectiveness and its role with respect to 
preexisting IS. This study is exploratory and descriptive, because the research questions are 
relatively underexplored. A qualitative approach is preferred in order to fully understand the 
research context and information systems use within that context. This approach affords the 
ability to gain rich insights into organizations’ IS use, and this deep understanding is less 
accessible with surveys or similar quantitative methods. Organizations can explain IS use in their 
own words. In this domain, research context could impact the results. A qualitative research 
design is therefore appropriate (Strauss & Corbin, 1990; Yin, 2009). 
An exploratory approach is applicable when previous theory is not readily available to 
explain a phenomenon, as is the case here. Previous research suggests that volunteer 
organizations would benefit from social media to recruit and retain volunteers, but to date, they 
are not using online social media effectively, if they are using them at all (Waters et al., 2009). 
This study investigates the extent of social media use amongst local, medium-sized volunteer 
organizations for recruitment and retention and the reasons for or against that use.  
This study includes two primary sources of data: personal interviews with a key 
informant which included personal observations and the primary investigator’s review of social 
media and internet websites. Data was collected from nine volunteer organizations to provide 
variety in the types of organizations. The interview process (including selection criteria) are 
described in more detail below.  
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3.1.1. Interview Protocol 
The Principal Investigator (PI) developed an interview protocol to address the research 
questions to guide the interviews and provide structure. The interview questions were designed 
to elicit responses that specifically addressed the research questions. These questions were 
reviewed by the dissertation committee to confirm that they addressed the research questions. 
The complete interview protocol is given in Appendix A.1. USF’s IRB approved this study prior 
to commencement. The approval letter is given in Appendix A.2. 
3.1.2. Participant Selection 
To provide a sample that was adequate to provide enough evidence to answer the 
research questions and to provide variation in the sample, volunteer organizations were selected 
based on organization size, volunteer program size, annual operating budget, and lifetime of the 
organization. The selection criteria and their rational are summarized in Table 5. 
Table 5.  Selection Criteria 
Criteria Reason  
(a)  Physical proximity to study  Keep study manageable 
(b) Mixture of volunteer labor and 
paid staff 
Provide stability and continuity in workforce, which 
would support having an online social media. Also 
suggests ongoing day-to-day operations versus event-
driven organizations 
(c) At least 50 regular, active 
volunteers 
Suggests volunteer program is large enough to require a 
paid manager and to support the need for an information 
system 
(d) Annual operating budget greater 
than $100,000 
Provide stability and continuity; suggests the 
organization would be interested in an information 
system or online social media to support it 
(e) In existence and continuing to 
exist for at least 3 to 5 years 
To prevent organizations from dropping out of the study 
before it is completed.  
 
Potential organizations were identified through personal and professional contacts. Of 
potential organizations, only those volunteer organizations that met most of the selection criteria 
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were contacted. The PI interviewed eight volunteer managers from July to August 2012 and one 
in April 2013.  
These nine volunteer managers represent a willing convenience sample from the local 
area. Table 6 lists characteristics of the organizations interviewed. For confidentiality, the 
organizations’ names were changed, but their primary mission or purpose is given for 
identification. As shown, the sample included a variety of organization types. After the ninth 
interview, it was determined that theoretical saturation was reached because no new information 
was discovered. This sample size allowed generalizability of the results, while still keeping the 
study manageable (Yin, 2009). 
Table 6.  Organizations Interviewed 
Category 
Organization’s Primary Mission 
Small Local Large National 
Animal care A. Private animal shelter 
B. County animal shelter 
C. Wildlife sanctuary 
Health care D. Cancer hospital E. Children’s hospital 
Religious service F. Church G. Religious-based shelter 
Social service H. Food bank I. Meal delivery 
 
The volunteer organizations are grouped based on the focus of their mission and their 
organization size and region relative to the other organizations (not in relation to the entire 
population). For example, the cancer treatment center operates only within the local area, but the 
children’s hospital is part of a larger organization that operates across the United States. The 
missions are diverse enough to provide variance in the data, yet their similarities provide some 
common ground to compare within categories.  
3.1.3. Interview Data Collection Procedure 
Based on the need for information about each organization’s volunteer program and the 
use of social media for volunteering, it was determined that the most knowledgeable informant in 
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each organization should be the volunteer manager, coordinator or leader responsible for 
recruitment and retention of volunteers. To solicit interviews of volunteer managers, the PI first 
searched online through Facebook and Google and inquired with advisors and colleagues about 
volunteer organizations that met the selection criteria in the local area who might be interested in 
this study. To find additional organizations, the PI searched for organizations with keywords 
“Tampa volunteer.” Organizations’ contact information was found on their websites. The PI then 
created a list of organizations and the contact information of the primary volunteer manager or 
coordinator of the volunteer program. 
The PI called each organization and identified herself as a student researcher from the 
University. The PI asked to meet with the volunteer manager about the volunteer program. The 
PI scheduled appointments with each volunteer manager and met with him or her at the 
organization’s location. The PI recorded the audio of each interview and then transcribed the 
interviews. The interviews ranged in time from 20 to 90 minutes, based on the amount of 
information the volunteer manager chose to disclose. Interviews ended when a manager 
answered all of the questions and the conversation reached a natural stopping point (Strauss & 
Corbin, 1990).  
3.1.4. Website Data Collection Procedure 
To corroborate and enrich the interviews, data was collected directly from volunteer 
organizations’ Facebook websites, if any, and any additional social media presence. The PI 
searched Google for the name of each volunteer organization to find its main web site and 
affiliated social media pages, such as Facebook, Twitter, or YouTube. This information is 
included in Table 8. The PI then checked whether the main web site linked to social media and if 
so, how prominently. The PI reviewed each Facebook web site by searching for posts related to 
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volunteering, including text, pictures and videos. This data was used to augment the interviews 
and put the participant’s responses into context.  
3.2. Data Analysis 
To analyze the data, the PI first read through every interview transcript as a whole 
multiple times to understand the context as described by the volunteer manager. The PI then 
summarized each interview in a narrative per organization. The narratives describe the rich 
research context for each organization and summarize their responses to the research questions. 
Table 10 summarizes each organization’s social media status. The volunteer managers were the 
best informants for information about the research context, even if they were not aware of how 
the organization uses social media. This lack of information showed that the managers did not 
use social media for recruitment and retention of volunteers. 
The PI then proceeded to open code the interview transcripts in search of themes related 
to the research questions. The analysis was also left open to emergent themes. The PI looked for 
specific instances and examples to explain the context of each organization’s social media use. In 
open coding, the researcher searches the data for similarities and differences to identify themes 
and concepts which are then grouped into categories (Strauss & Corbin, 1998). In this study, the 
research questions created natural preexisting categories but the analysis was left open to allow 
additional categories to emerge from the data. Table 7 gives an example of results from open 
coding for Research Question 2.  
Table 8 gives an example of open coding from Research Question 3. The relationship 
between codes and excerpts was not limited to 1:1, which meant that an excerpt could include 
multiple themes, further complicating the analysis. Also, where possible, additional text is 
included in each excerpt to prevent losing the context or meaning of the interviewee’s statement 
when applying a code to the excerpt. Because this study was an exploratory review of the 
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research context, it is left to future research to independently code and test the reliability of the 
open coding used herein.  
Table 7.  Open Coding Example Research Question 2 
Open Code Excerpt Quote Start End 
Using social 
media for 
public 
awareness and 
education 
You get public awareness, and you’re educating people on 
whatever video or picture they watched. It even. Even on a 
small scale, if we give our cats enrichment items here, maybe 
somebody’s gonna say, “I’m try that with my house cat.” Even 
little house cats can benefit! It’s not just for [Org C]. It could be 
for. We have a lot of the zoos and things that look to us for 
items for their animals for enrichment. We have committees for 
that, that search and discover new ideas all the time.  
29820 30309 
Using social 
media for 
public 
awareness and 
education 
But pretty much just getting awareness out into the community. 
If you don’t have the resources financially to advertise, 
billboards, all that good stuff, I mean, you really just have to 
rely on word-of-mouth and stuff that’s free. So. Like, you 
know, your social media and things like that. 
3712 4007 
Using social 
media for 
public 
awareness and 
education 
And the ways that some of those social media things can attach 
to your website now, I think that’s really great, because that’s 
kind of our home in the electronic world. And so, the bulk of 
information that people are gonna want to, want or need to find 
out is going to be there. So I think social media can really direct 
towards that.  
44360 44942 
 
Table 8. Open Coding Example Research Question 3  
Open Code Excerpt Quote Start End 
Show 
volunteer 
appreciation 
with social 
media 
I’ll list the volunteers’ names. So. Cause the volunteers are on 
our Facebook, and so they get to see themselves on our website 
and getting 50,000 Likes or whatever. And they’re like, 
“Wow.” That’s rooting for them. So little things like that make 
a difference. 
24173 24448 
Show 
volunteer 
appreciation 
with social 
media 
M. I think it’s a culmination of things, really. I think it’s 
anything from our cause marketing campaigns that are going on 
to volunteer groups to grants that we’ve received. Any of 
those big news items, she does discuss with our development 
director and then they proceed from there, so. 
8894 9642 
 
From the open coding, the PI then conducted axial coding to identify relationships 
between the categories. Axial coding builds understanding from open coding by showing how 
the themes are conceptually related (Strauss & Corbin, 1990, 1998). The primary goal of the 
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axial coding was to focus on the preexisting research questions to bound the analysis. Additional 
axial coding is left for future research. Table 9 gives an example of the axial coding.  
Table 9.  Axial Coding Example 
Category Antecedents Outcomes 
RQ2. using social media for 
public awareness and 
education 
Donor reporting, solicit 
donations, org size, vol mgrs 
and staff familiarity with 
social media, who controls 
social media 
Transparency and credibility, 
reach and influence a wider 
audience, keep in touch with 
people when away 
RQ3. Show vol appreciation 
using social media 
Post pictures of daily 
activities, vol appreciation 
activities, monitoring issues, 
vol mgrs and staff familiarity 
with social media, who 
controls social media 
Solicit donations, keep in 
touch with people when away, 
vols see themselves, recruit 
volunteers, vols reactions to 
social media 
 
To increase consistency and reliability across organizations, the PI used Dedoose 
software to code the transcripts. A second coder who was not present at the interviews 
independently coded the transcript for Organization C. This second coder’s evaluation of 
Organization C did not significantly differ from the PI’s. See Appendix A.3 for a graphical 
representation of the codes used to analyze the transcripts. The complete open coding results are 
too voluminous but available upon request.  
3.3. Findings From Each Organization 
The following narratives give a high level description of the organizations. The actual 
findings from open and axial coding follow in Section 3.4, Discussion. Whereas the narratives 
discuss each organization individually, the Discussion section generalizes across organizations 
and discusses the coding. Table 10 summarizes findings about social media from each 
organization.   This data was extracted from multiple sources, including the interviews of 
volunteer managers and internet searches for the organizations’ social media sites. 
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Table 10. Organization Summary 
# Mission Vols Staff Probs ICTs for Vols Social Media Sites OSM Control 
A Private 
animal 
shelter 
600 25 No Phone, email, 
Volgistics 
Facebook, Twitter, LinkedIn, 
Yelp, Pinterest 
Marketing/ public 
relations 
B County 
animal 
shelter 
125 88 No, 
growing 
Phone, email, 
website 
Facebook, Pinterest Volunteers, ad hoc 
C Wildlife 
sanctuary 
110 8 Yes Email, phone, 
intranet, social 
media 
Facebook, Twitter, YouTube, 
Pinterest, Instagram, 
YouStream, Yelp, Tumblr, 
Dailymotion, Google+, 
LinkedIn, Flickr, Foursquare, 
Wikipedia 
Staff take pictures and 
post to FB as events 
happen; separate FB vol 
page 
D Cancer 
hospital 
600 2 for 
vols 
No Email, Voltrack, 
phone 
Facebook, Twitter, YouTube, 
Wikipedia, LinkedIn, Yelp 
Public relations 
department 
E Children’s 
hospital 
120 200 No Email, phone, 
Voltrack 
Facebook, Wikipedia, 
LinkedIn, Yelp 
Marketing/ public 
relations  
F Private 
church 
300 11 Occas. Phone, email, social 
media 
Facebook, Twitter, 
ChurchFinder 
Minister directly, 
members informally 
G Religious-
based shelter 
10000+ 
(2200) 
120 No, 
growing 
Meet the Need; 
phone, email, 
internal Outlook, 
Raiser’s Edge, Yelp 
Facebook, Twitter, Pinterest, 
YouTube, LinkedIn, Yelp, 
Wikipedia, Google+ 
Digital marketing 
coordinator 
H Food pantry 1000 < 30 Did not 
say 
Social media, email, 
phone, HootSuite 
Facebook, Twitter, LinkedIn, 
Pinterest, WordPress, Hoot 
Suite, YouTube, Google+, 
Yelp 
Communications and 
marketing specialist 
I Meal 
delivery 
600 18 Yes, 
growing 
Phone, email, 
Constant Contact 
Facebook, Twitter, YouTube, 
Wikipedia, LinkedIn, Yelp, 
Google+ 
Assistant to development 
department 
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3.3.1. Organization A: Private Animal Shelter 
Organization A is a private animal shelter, whose mission is to reduce animal suffering in 
the local community. Org A does not track whether volunteers are active or inactive, but 
estimates they have approximately 500 active volunteers, and around 1,000 volunteers in their 
database. They pay around 20 to 25 regular full-time staff, including veterinarians and 
management. Org A traces its history back to the late 1800s, when the land was donated for the 
purpose of an animal shelter. It should be noted that the PI personally volunteered at Org A for 
three years prior to starting this study, and is thus familiar with Org A’s previous history, 
operating procedures and policies. However, the PI had not participated at Org A for more than 
one year prior to interviewing Org A’s volunteer manager. 
In terms of technology, Org A primarily uses phone and email to communicate with 
volunteers. Volunteers can login remotely or onsite to register hours and create their schedules 
via Volgistics.Org A maintains a main website and social media presences. These websites are 
linked through the main website under About, but they are not displayed prominently on the 
front page. In March 2013, they launched a phone app for Android and iPhone to view pets 
available for adoption.  
To what extent do they use social media? Org A actively uses Facebook and Twitter, and 
they use them regularly. However, a user would not find these sites from the main website. 
Rather, a user must actively search for Org A’s social media sites to find them. Although in 
March 2013 they set up a mobile application for Android and iPhone, Org A is not active on any 
other social media outlets. Org A created a YouTube channel in 2010 but it is not maintained nor 
in the organization’s name. The last post was dated May 2012.  
How are they using social media? Org A primarily uses social media as marketing outlets 
for donors. Visitors to Org A’s social media would not find any information beyond what they’d 
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find in a monthly donor newsletter. For example, it posts stories about pets available for adoption 
and upcoming and past fundraising events. Org A posts very little, if any, information about 
volunteering. Currently, information is disseminated to volunteers via email posts sent through 
Volgistics. Org A was in the process of investigating whether Volgistics’ functionality could be 
expanded to post PDF documents and videos with volunteer training materials. Only active 
volunteers can access Volgistics. However, volunteers cannot communicate through Volgistics 
like they could with social media.  
How are they using social media to recruit and retain volunteers? Org A does not use 
social media for recruitment and retention. It primarily uses social media as a marketing channel. 
The volunteer manager does not have access to the organization’s social media site. The 
Facebook and Twitter sites are controlled by upper management and marketing personnel who 
report directly to the executive director. Org A did not express any future plans to use social 
media for recruitment and retention. The volunteer manager can forward information to post on 
social media, but it must be approved by public relations. 
To what extent do they have problems with recruitment and retention? Org A’s volunteer 
manager was new in her position. (She stated 4 months, although she had volunteered at Org A 
more than four years prior to being hired.) She did not know specifically what the rates of 
recruitment and retention are at Org A. She had not researched the subject, and she was not sure 
how to go about finding those numbers from the current recordkeeping system. As to 
recruitment, she stated that she conducts 2 or 3 in-person orientations per month for individuals 
interested in learning about the organization. From orientation, individuals decide whether to 
join. Approximately 80 to 100 people come to orientations every month, and of those, the 
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volunteer manager estimated 20% will follow up for training. However, as far as retention, Org 
A does not know how the rate of ingress compares to the rate of egress. 
The volunteer manager stated that Org A does not have problems with recruitment, 
because no matter how many volunteers are active and serving, she can always find a volunteer 
when she needs one. Org A has undergone a series of growth spurts and transformations over the 
past 3 years as it expanded its services. It built a separate veterinary clinic for the community and 
restructured how animal adoptions work. The volunteer manager explained that staff now have 
more control over animal adoptions, with minimal volunteer involvement. Org A has also 
experienced periodic turnover of volunteer managers. In the 6 years of the PI’s experience with 
Org A, few volunteer managers stayed in their role longer than one to two years. Instead, the 
volunteer manager position has proven to be a stepping stone into the organization, because the 
last 5 volunteer managers have moved to new positions internal to Org A.  
Why or not are they using social media for recruitment and retention? There are many 
reasons why Org A does not use social media for recruitment and retention. First, the high 
turnover of volunteer managers has reduced the likelihood that newcomers would want to garner 
additional power in the volunteer manager role and control social media outlets within the 
organization’s power structure. Second, Org A’s top management is very conscientious about 
and actively cultivates the organization’s public image. Therefore, the executive director does 
not give the volunteer manager direct access to post information on social media.  
Third, Org A does not recognize a need for social media to grow its volunteer base. 
Finally, Org A’s volunteer manager is overworked coordinating and communicating with 
volunteers and does not have the excess capacity for social media. Org A’s volunteer manager 
admitted that she herself no longer trains volunteers directly due to time constraints. Rather, she 
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conducts orientations and signups, then refers new volunteers to a training manager to schedule 
their first service hours.  
3.3.2. Organization B: County Animal Shelter 
Org B is a county-run animal shelter. As stated on its website, it “enforces county 
ordinances and state laws regarding animal-related activities,” which includes providing an 
adoption program for the public to adopt abandoned pets, community outreach and education, 
licensing pets residing in the county according to county laws, and assisting law enforcement 
with animal-related investigations. The volunteer program started on or around May 2007, as a 
result of a national campaign to improve the humane treatment and protection of animals in the 
U.S. Prior to the volunteer program’s implementation, Org B was run by government-paid 
county staff. Today, Org B has around 88 paid staff and 125 to 150 active volunteers. These 
figures do not include inactive foster volunteers and/or seasonal or short-term teen volunteers.  
Because Org B is a government-run institution, the volunteer program must work within 
and around governmental regulations, such as concerns about favoritism in government 
spending. Unlike a private organization, Org B cannot easily accept gifts from volunteers who 
have offered to donate hardware, software and technical support to create, promote or publish 
Org B’s social media. For example, a volunteer offered to donate a computer to allow volunteers 
to record hours virtually, but Org B could not accept the equipment. The county voiced concerns 
about security risks to the larger IT system, even if the computer was not networked.  
Org B primarily uses phone and email to communicate with volunteers. They have a 
main web site that is part of the county’s e-government site. From there, visitors can view 
adoptable animals, read animal ordinance laws, and find information about volunteer orientation 
dates. There is no direct link to social media nor to sign up to volunteer online. It was not 
available at the time of the interview in 2012, but in late 2013, their website also included a link 
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for “Current Volunteers” to sign in to Volgistics. Volgistics software schedules and tracks 
volunteer hours. As described in the interviews with other organizations in this study, Volgistics 
also tracks volunteers’ information and provides broadcast communications to volunteers via e-
mail. 
To what extent do they use social media? The volunteer manager described Org B’s 
social media use as fragmented and ad hoc. At the time of the interview, Org B did not have any 
posts on its Facebook page. In September 2013, the site showed four posts. Although the site 
states it was started in 2010, there are no recorded posts from 2010 until late 2013. It is unknown 
why Org B started posting to its Facebook page. Before late 2013, Org B’s social media use was 
limited to longstanding, trusted volunteers who had chosen to create individual, personal social 
media sites to promote Org B’s activities.   
Org B does not use any other social media. The volunteer manager commented that the 
county’s attitude toward social media has changed over time, as it begins to understand the 
importance of social media and its use in e-government. She expects that, over time, Org B will 
begin to use social media more extensively. At the time of the interview, Org B had a new 
director who was in the process of making positive changes such as opening the facility for 
weekends and holidays when potential adopters are actively seeking pets.  
Org B is one department in a large, county government system. The county itself has 
active organization-level pages on Facebook, Twitter and YouTube. Org B’s volunteer manager 
does not have direct access to any of the county’s social media sites, and these sites do not link to 
Org B. The county’s sites reference information for residents, such as what days to expect 
garbage collection and how to pay property taxes.  
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How are they using social media? With the exception of four recent posts, Org B itself is 
not using social media. The current posts show adoptions and events, similar to the news posted 
by Org A. The individuals who have started social media sites on Org B’s behalf use social 
media in different ways, depending on their interest in assisting Org B’s cause. One individual 
posts stories about animals who are about to be euthanized, to highlight public interest and last-
minute adoption. Within the shelter is a specialized dog breed interest group, and they educate 
the public about this specific dog breed. Because animal welfare can cause deep, emotional 
reactions, Org B tries to monitor social media at a minimum and to quickly remove material that 
might damage their public image. 
How are they using social media to recruit and retain volunteers? Social media is not 
used to recruit and retain volunteers.  
To what extent do they have problems with recruitment and retention? Although Org B 
stated it does not feel that recruitment and retention are significant problems, the volunteer 
manager also admitted that they do not accurately track volunteers in or out of their program. 
“As far as the retention… we’re lucky if we can keep a third that actually become active 
volunteer. An active volunteer is anybody that puts in 4 hours or above in a monthly basis” (p. 2, 
ll. 33 – p. 3, ll. 1-2). The minimum service requirements for volunteers are not enforced. 
Volunteers record hours on paper at the start and end of their shifts, and the paper records are 
totaled and manually entered into a spreadsheet every month.  
Why or not are they using social media for recruitment and retention? Org B’s volunteer 
manager stated that the county would not authorize her to make decision about the organization’s 
IT, which prevents her from accessing social media. As a county program, Org B is dependent 
on outside factors beyond its control, including government spending and annual elections. The 
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volunteer manager stated that as the county’s stance towards social media changes and adapts, 
Org B’s social media use will increase insofar as they are allowed. At the time of the interview, 
the volunteer manager admitted she herself does not have time to learn how to use social media 
nor time to use it. She doesn’t understand how volunteers find time to be on social media so 
much. Often, she said, she’s surprised when volunteers are more aware of upcoming events than 
she is. She believes volunteers are more aware because of social media.  
3.3.3. Organization C: Wildlife Sanctuary 
Organization C is an internationally acclaimed wildlife sanctuary. Its mission is to 
provide the best possible care to the wildlife it has and to educate the public about them in order 
to end abuse and avoid extinction. It has received certifications for humane zookeeping practices. 
The sanctuary is run by about 10 staff and 100 volunteers. For internal communications with 
volunteers, they primarily rely on e-mail, phone, face-to-face communication, and an internal 
website. The internal website is password protected for volunteers and staff members to 
communicate important daily news updates relevant to sanctuary operations. Before interviewing 
the volunteer manager, the PI sat through an orientation session for individuals interested in 
volunteering at Org C. The volunteer manager led the orientation where she explained how their 
volunteer program works. 
To what extent do they use social media? Org C uses social media more than the other 
organizations interviewed and it has a wider social media presence. It is active on Facebook, 
LinkedIn, Twitter, YouTube, and YouStream. Its Facebook site also links to Pinterest and 
Instagram. YouStream is similar to YouTube, except it provides a live feed, whereas YouTube 
only shows previously-recorded videos. Additionally, Org C’s main website page is updated 
regularly with news and it includes links to its social media outlets. Org C maintains two distinct 
Facebook pages – a main page about the sanctuary and a second page devoted to volunteers. 
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Posting to social media is a team effort at Org C. Any staff member can post to the social media 
sites. The founder encourages staff to take pictures as much as possible. Org C also has a staff 
member dedicated to multimedia and marketing channels.  
How are they using social media? Org C uses Facebook to showcase events at the 
sanctuary, primarily for marketing to donors and for public education. The primary Facebook 
page shows stories and pictures about daily events at the sanctuary, such as animals interacting 
with enrichment items. The Facebook page also presents fundraising events in the community 
that benefit the sanctuary. As they go about daily routines, staff take pictures and either forward 
them to the founder via text message or post themselves. The volunteer manager often makes 
videos of volunteers working and posts them online to show what volunteers do. 
Org C started a live YouStream channel to monitor wildlife undergoing medical 
treatment. Rather than station a live person to watch an animal that might be otherwise disturbed 
by human contact, Org C uses its YouStream channel. In this way, social media lets the whole 
world watch the animal eat, sleep, and go about its life. One such animal – an injured bobcat – 
was so popular, it received its own Facebook website to serve the thousands of watchers 
interested in him.  
Org C accepts over $1 million in donations every year. Org C is prominent in the news 
and actively pursues legislature related to its mission. Donors want to know how their money 
helps the sanctuary. Org C uses social media to chronicle events for donors publicly. Org C 
believes very strongly in transparency in its operations and is not afraid to showcase daily 
operations. Org C posts pictures of volunteers and staff getting dirty, cleaning cages, feeding 
animals, cutting trees and bushes, and similar daily tasks. They photograph wildlife rehabilitation 
and stewardship, including medical procedures for education purposes. 
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How are they using social media to recruit and retain volunteers? Org C does not 
directly use social media for recruiting and retaining volunteers. However, the volunteer manager 
was aware that social media performs these functions indirectly, by exemplifying what 
volunteers do. Indirectly, social media shows potential volunteers “Hey, that doesn’t look so 
hard. I can do that. That could be me.” In fact, Org C has received comments on its social media 
from people who cannot volunteer locally and instead donate money. Thus, social media is used 
to encourage monetary donations. 
Org C maintains a second Facebook site dedicated to volunteers (and it was the only 
organization interviewed who does). The volunteer Facebook site is used to highlight when 
volunteers are promoted. Org C maintains a rigid hierarchy to classify volunteers based on their 
experience level and training. This system requires volunteers (and staff) pass formal exams to 
move to the next level of responsibility. As such, promotion in this system directly affects Org 
C’s daily functioning. Volunteers earn greater responsibility and privileges. Only members at 
higher levels are allowed to perform certain functions in sanctuary operations, partially owing to 
safety concerns. Therefore, the volunteer Facebook site showing promotions and welcoming new 
members memorializes these changes.  
To what extent do they have problems with recruitment and retention? Org C demands a 
long term commitment from volunteers because of the extensive, time-consuming training 
needed before volunteers become productive. Org C invests a lot of time and money into training 
volunteers. Most volunteers are not productive until after 6 months of service. Org C admits that 
it has problems with recruitment and retention, in the volunteer manager has to carefully weed 
out long-term committed volunteers from sightseers. Org C prefers to recruit volunteers who will 
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commit to working a regular schedule dependently every week. These people are not always 
easy to find.  
Some volunteers have worked at Org C more than 10 years and will continue working 
there. But volunteering is by its nature a part-time activity. Org C’s volunteer manager realizes 
that she cannot demand volunteers put the organization before work and family, even though 
some volunteers will. To overcome this problem, Org C’s volunteer manager tries to be very 
upfront at orientation about the time commitment expected. Org C also uses personal recognition 
to show volunteers and volunteers’ families what they’ve accomplished. This education makes 
volunteers and their families proud to be a part of the sanctuary’s success. Social media is 
sometimes used to show this recognition. 
Why or not are they using social media for recruitment and retention? Of all the 
organizations in this sample, Org C posts the most volunteer recruitment and retention 
information to social media, but it is entirely one-way communication. Org C does not use social 
media as two-way communication for a few reasons. First, its staff is already overworked. In 
addition to working a full time 40+ hour schedule, staff members give 10+ hours of volunteer 
hours per week.  
When the volunteer manager has personal time, she prefers to keep it personal. Therefore, 
even though the volunteer manager takes time to get to know volunteers via email and face-to-
face, she prefers to keep her personal Facebook site personal and not work-related. Potentially, 
the volunteer manager could get to know volunteers via their Facebook pages and chat through 
social media. However, she does not want to do that.  
Second, Org C’s primary focus on social media is for marketing and donor relations. The 
social media sites support their main website, rather than standing on their own. Social media is 
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not recognized as a channel of its own, but rather, as a tool to support the main site. Therefore, 
the social nature of social media is ignored. The social media sites encourage users to visit the 
main site with posts linked to the main site, but not vice versa. Users are not encouraged to chat 
amongst themselves, to post comments, likes and shares, or to tell friends and family about 
upcoming events.  
3.3.4. Organization D: Cancer Hospital 
Organization D is a cancer treatment and research hospital located next to a large 
university campus. The hospital employs approximately 4,000 people and its volunteer program 
has about 600 active members. The volunteer program however only has two dedicated staff 
members. Each summer, Org C has an additional 150 teen volunteers. The volunteer manager 
relies on email to contact volunteers, because it leaves a paper trail and because of the size of 
Org D’s volunteer program relative to its volunteer management staff. A few volunteers that do 
not use email are contacted by phone of important updates.  
The recruitment process at Org D is paper-based. Volunteers download an application 
from the hospital’s website, fill it out on paper, and physically submit it to the volunteer office. 
Based on the application, volunteers are interviewed for open positions, as available. After the 
interview, volunteers complete an electronic orientation then must pass a 2-step tuberculosis test 
for the safety of Org D’s patients. 
To what extent do they use social media? Org D has a Facebook site for the main 
organization with stories of cancer patients, donation events, and similar stories.  The Facebook 
site has a link to “work with us” where they post paid job listings. Org D also hosts a Twitter and 
YouTube site. The social media sites do not however list information about volunteering. 
Information about volunteering was found on the main website which had a link to the volunteer 
department website and application, with instructions how to apply.  
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How are they using social media? 
Org D uses social media for marketing, public relations, and community education. It 
does not use it in relation to volunteering. Because it is a cancer treatment center, most of the 
content refers to diagnosing, treating and living with cancer. Information is targeted to patients 
and monetary donors. It lists upcoming fundraising events. It posts job listings, but it does not 
discuss volunteering, nor provide a link to volunteer.  
How are they using social media to recruit and retain volunteers? Social media at Org D 
is not used to communicate with volunteers nor to recognize their achievements. The social 
media has a link to the main website. The volunteer manager did not have any information about 
Org D’s social media usage, except that it is completely controlled by the public relations 
department and that Facebook is blocked on the organization campus. To answer this question, 
the PI reviewed Org D’s web presences.  
To what extent do they have problems with recruitment and retention? Org D does not 
suffer from problems with recruitment and retention. In fact, volunteer manager has to turn down 
applicants because they have too many. For their summer student program, to reduce costs and 
expense, they limited applicants to only students or children of current employees. However, 
because Org D plans to open a second location and because much of the public is not yet aware 
of the location, it will have to start recruiting for that location. The volunteer manager plans to 
recruit volunteers through public relations and marketing channels to apprise the public of the 
new location.  
Org D recruits many of its volunteers through the university, where medical students are 
required to work clinical hours. However, these volunteers turnover frequently.   Students change 
their work schedules often every semester and then graduate. When volunteers leave, additional 
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time must be spent to train new volunteers. Also, volunteers at Org D must pass a 2-step 
tuberculosis test, for which Org D pays the expense. Ongoing volunteers must pass an annual TB 
test. For the summer program, which only lasts a few months, Org D asked its student volunteers 
to pay for the first step of the test and Org D paid for the second step. The estimated cost to 
volunteers was $80. 
Why or not are they using social media for recruitment and retention? Org D is not using 
social media for recruitment and retention because the volunteer department does not have 
access to the organization’s site. In fact, Org D blocks Facebook access on their network. Public 
relations is handled through Org D’s public relations and marketing department. Volunteer 
services is housed under human relations, and as such, has no access to public relations channels 
directly. Any request to post information on social media would have to go through formal 
channels for approval.  
3.3.5. Organization E: Children’s Hospital 
Organization E is a charity-based orthopedic hospital for children located on the 
university campus. Org E is one member in a national chain of hospitals. They have 
approximately 200 paid staff and about 120 active volunteers, not including an additional 30 
high school students who volunteer during the summer. Like Org D, they have a 2-step TB test 
for incoming volunteers, but unlike Org D, Organization E covers the entire expense of the test 
for volunteers.  
Org E primarily uses email and phone to contact volunteers. The link to volunteer is 
featured prominently in the main website menu, with clear instructions how to volunteer. To join 
the organization, volunteers fill out a paper application and submit it, similar to a job application. 
Volunteers are interviewed for open positions and then they undergo health testing to protect Org 
E’s patients from illness. Additionally, Org E uses Voltrak internally for volunteers to register 
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hours by signing in and out. Voltrak is only accessible to volunteers from within the hospital, but 
it will display a daily message as needed, such as news updates or birthday greetings. 
To what extent do they use social media? Org E has only recently (within the last one to 
two years) started using social media. Its Facebook page was created in late 2012, only six 
months before this interview. From the main website, Org E lists Facebook, Twitter and 
YouTube. The Twitter and YouTube sites link to the national organization rather than Org E 
itself.  They show past and future fundraising events, patient education, and notable donors. 
Although the local hospital has its own Facebook page in addition to the national page, the local 
hospital for Org E does not have its own Twitter or YouTube.  
How are they using social media? Org E primarily uses social media like an org-wide 
newsletter. The volunteer manager stated that she puts out a volunteer newsletter about once 
every two months via email. Org E’s Facebook site is updated about every one to two days by 
the marketing and public relations department. It includes pictures and text about daily notable 
events at the hospital, such as a large donation, a corporate group, or a special patient. For the 
most part, Org E does not really use social media for recruitment and retention. 
How are they using social media to recruit and retain volunteers? Although Org E 
reported few problems with recruitment and retention, it does regular events to show of 
appreciation. The Facebook page had a few posts thanking volunteers for their services. 
However, there was no link to sign up on the Facebook page, nor posts asking for volunteers. In 
this respect, Org E is using Facebook similar to other organizations, in that it is treated as a 
marketing and public relations outlet. In effect, it is an electronic newsletter. 
To what extent do they have problems with recruitment and retention? Because Org E is 
located next to a university campus beside a large, active medical school, the volunteer manager 
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did not report difficulty in recruiting and retaining volunteers. In addition to university students, 
Org E gains volunteers from the local community and from its sponsor (the membership-based 
group that owns and runs the hospital). In fact, Org E reported that there is a waiting list for open 
volunteer positions.  
Why or not are they using social media for recruitment and retention? Org E is not using 
social media for recruitment and retention for a few reasons. First it does not feel that 
recruitment and retention are problems. Also, like most of the organizations in this study, Org 
E’s volunteer manager does not have direct access to the media. She forwards stories to the 
public relations department when they are notable or out of the ordinary, and someone else 
decides whether or not they should be posted on the organization’s behalf. Although the 
volunteer manager personally uses Facebook, she could not remember if she had Like’d Org E’s 
new Facebook page. She does not contact volunteers through social media, because she feels it is 
unnecessary. 
3.3.6. Organization F: Church 
Organization F is a medium sized church with about 600 members. Of those members, 
more than half volunteer either for church needs or in the community at other volunteer 
organizations. Org F is unique in this sample because its members are more likely to serve as 
volunteers at more than one organization, and Org F itself promotes volunteering for the 
community. Org F has multiple initiatives within the community to assist the homeless 
population, including collaborations with other churches and other volunteer organizations. 
Through these collaborations, Org F has assisted in creating entirely new entities for which its 
members donate time and resources.  
Unlike other organizations in this study, Org F does not have an organized volunteer 
program. Rather, its members in leadership roles who oversee specific functional areas. Within 
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their individual functional areas, church leaders recruit volunteers from the congregation’s 
membership to volunteer. The primary methods of communication are face-to-face, phone and e-
mail, with some limited use of social media on a person-to-person basis. Org F maintains a main 
website and social media sites. 
To what extent do they use social media? Org F’s main website links to Facebook and 
Twitter. Its main site has a podcast of weekly sermons. Org C reported that through social media, 
it has reached a wider audience than through physical interaction. Viewership extends around the 
world. Org F joined Facebook in 2009 and posts updates of current events a few times per month 
to Facebook and Twitter. Org F uses Meet the Need for volunteer signups.  
Org F reported  its social media presence is limited by its resources and effort. Org F has 
fewer than 300 Likes on Facebook and infrequent posts. 
How are they using social media? Org F uses social media to connect with its members 
and to promote its mission. As the pastor explained in his interview, Org F receives traffic from 
people around the world who miss home. In other words, visitors to their site are past members 
or friends of members who are outside the local area and looking to connect with Org F or their 
mission, more so than current members. 
The pastor at Org F started using social media in 2009 and he is the primary reason that 
Org F has a social media presence. On his personal social media, he friends congregation 
members and social media gives him an opportunity to connect outside of church. He puts out 
prayer requests over social media in response to events within the church when needed. Org F 
also uses social media to announce sponsored events and major changes within the church.  
How are they using social media to recruit and retain volunteers? Org F does not use 
social media to recruit and retain volunteers, except insofar as needed to blast a request for 
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people to help with a major event. Most of their recruitment is done individually and is targeted 
to those people they suspect are most likely to accept, because they get a better response that 
way. When they send blanket requests for help, they get a weak response.  
To what extent do they have problems with recruitment and retention? Org F does not 
have problems with recruitment and retention in the same way as the other organizations in this 
study, for a few reasons. First, if Org F hosts an event and gets a weak response, it sometimes 
cancels the event and holds it another time. Second, it does not track volunteer hours. At most, it 
periodically and informally investigates who is volunteering in the church and who is not. If 
there are jobs to fill, a church elder personally recruits a member to fill that position. More 
importantly, church members in general want to serve – in whatever capacity they can. 
Therefore, Org F’s recruitment pool is already predisposed to accepting.  
Why or not are they using social media for recruitment and retention? Org F mentioned a 
few barriers to overcome before it can effectively use social media for recruitment and retention. 
First, only the pastor and an intern are using social media for Org F. He stated that the other 
pastor is a novice at social media and she barely uses e-mail. Second, the pastor is himself very 
busy and does not have much time available to learn to more effectively use social media. Third, 
as evidenced by the low number of Likes on Org F’s Facebook site and as suggested by a 
reviewer of this work, faith is a private thing. Org F’s members may not want to connect through 
a forum as public and open as social media. Congregation members may not be comfortable with 
that form of interaction, and they may not want to broadcast to the world their acts of charity. 
3.3.7. Organization G: Religious-based shelter 
Organization G is a religious-based homeless shelter whose mission is to care for the 
homeless and those at risk of becoming homeless. They employ about 120 staff and 
approximately 2,200 regular volunteers or “high impact” people. It was unclear from the 
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manager if Org G culls inactive volunteer records. As a result, Org G reported approximately 
10,000 volunteers in its database. Two volunteer managers maintain the program. Org G uses 
automated systems such as Meet the Need and Raiser’s Edge to let volunteers sign up for shifts 
online. 
For communication, the managers primarily use phone, e-mail and face to face 
interactions. When Org G has non-recurring positions for volunteers, the managers post them on 
Meet the Need. Volunteers can sign up without interacting with a volunteer manager. High 
impact volunteers typically schedule recurring weekly or monthly shifts initially with a volunteer 
manager and then do not need additional contact. To record their hours, volunteers log in and out 
by signing a paper record book in the front office.  Each month, volunteer hours are manually 
entered in a database system. 
To what extent do they use social media? Org G uses social media primarily for 
marketing and news distribution, similar to the main website. Org G has profiles on Facebook 
and Twitter. Although Meet the Need interfaces with social media, it is a scheduling service. 
Org G does not use social media to promote fans to interact.  
How are they using social media? Compared to the other organizations interviewed, Org 
G is a middle user of social media. They have one staff member responsible for posting to the 
Facebook site who is well versed in social media use. His official title is “digital marketing 
coordinator.” When staff have outstanding exemplars or interesting news, they forward the 
information to the digital marketing coordinator. He decides what to post to the Facebook site 
and how to post it. Org G’s volunteer manager is not an avid social media user and she was not 
aware of recent posts on Org G’s Facebook site. 
76 
How are they using social media to recruit and retain volunteers? Org G does not 
directly use social media to recruit and retain volunteers. The main web site and Facebook page 
have a link to sign up for volunteer jobs via Meet the Need, but it is otherwise difficult to find 
information about volunteering with Org G online. A potential volunteer must register for an 
orientation session through Meet the Need, and attend an in-person orientation to learn how 
Org G’s volunteer program works.  
The majority of ongoing volunteer opportunities at Org G are available to current 
volunteers who schedule themselves through the volunteer manager directly. The volunteer 
manager finds an appropriate job based on the volunteer’s interests and manually schedules the 
volunteer on an internal Outlook calendar. This process may include an in-person or phone 
interview. The volunteer manager does not spend effort socializing new volunteers. Rather, 
because the volunteer program is so big, this process occurs after a volunteer is placed in a job 
role. They “try to keep [the] volunteers as self-sustainable or as self-sufficient as possible” (p. 1, 
ll. 26).   
To what extent do they have problems with recruitment and retention? Because enough 
volunteers are trickling through the program to fill available positions (and, in fact, people are 
turned away), Org G stated that recruitment and retention are not major concerns. Org G holds 
mandatory orientations for new volunteers four times per month. Anywhere from 40 to 80 people 
attend an orientation. After orientation, volunteers contact the manager for assignment to a 
schedule. Org G did not have accurate records of how many volunteers continue after orientation 
and become “high impact” people. Because Org G keeps records of volunteer hours on paper, the 
manager was not sure which of the 10,000 names in the database are current volunteers. The 
volunteer manager was unable to give any statistics about how long volunteers continue.   
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Why or not are they using social media for recruitment and retention? Org G does not 
use social media for recruitment and retention for a few reasons. First, the volunteer managers do 
not have direct access to the social media. They feed news to the digital marketing coordinator. 
When asked why she doesn’t use social media to promote volunteering, the manager called it a 
“blind spot” (p. 7, ll. 27-28). More importantly, Org G does not believe that recruitment and 
retention are significant problems.  
Finally, Org G is slow to diffuse new technologies within the organization due to limited 
staff time. The volunteer manager complained that “my phone rings off the hook daily” (p. 6, 
ll. 12). To enter volunteer hours, she would love to go paperless, but “it’s hard to implement a 
system like that, especially when we have a system and it works, for the most part” (p. 5, ll. 33 – 
p. 6, ll. 1). Strategically, Org G uses less social media and technology than other Orgs in this 
sample. 
3.3.8. Organization H: Food Bank 
Organization H is a local chapter of a nationally-recognized food bank. Its mission is to 
feed the hungry and fight to end hunger. Org I collects, sorts and distributes food throughout the 
community and it works with other charities and non-profits to promote its mission. The exact 
size of Org I’s paid staff is unknown but relatively small. The volunteer program in relation to 
staff size is very large. In one month, Org I reported “8,000 hours of service with a little over 
1,000 people…[at] 3 locations” (p. 3, ll. 23-24). Org I uses phone, e-mail, and social media to 
communicate with volunteers.  
To what extent do they use social media? The volunteer manager does not directly use 
social media. However, Org H has a dedicated communications and marketing specialist who is a 
heavy social media user. She uses Hoot Suite to distribute news across Facebook and Twitter to 
thousands of followers.  Org H also has a presence on LinkedIn, Pinterest, and WordPress. Org 
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H considers itself “very heavily relying on social media” (p. 2, ll. 31), primarily because it’s free 
to use. “If you don’t have the resources financially to advertise, billboards, all that good stuff. I 
mean, you really just have to rely on word-of-mouth and stuff that’s free. So, like, you know, 
your social media and things like that.” (p. 2, ll. 27-29). 
How are they using social media? Org H’s amount of social media use is second only to 
Org C users in this sample. Social media is used for name recognition in marketing and donation 
campaigns, to get Org H’s name and mission into the community. Volunteers can sign up for 
open positions through Org H’s main website and a link to the volunteer sign up page is provided 
on its Facebook site. The marketing specialist reported she uses Google Analytics to track 
volunteer signups that pass through the social media website. She also shares an office with the 
volunteer manager; they work in-tandem “to highlight volunteer groups” (p. 3, ll. 9) and “give 
them a shout-out” (p. 3, ll. 11) through social media. Most of this information has to be cleared 
with the development director before it can be published. 
How are they using social media to recruit and retain volunteers? Again, Org H 
considers social media as one tool in its marketing arsenal – not a specific means of recruitment 
or retention. The volunteer manager primarily uses e-mail and phone to communicate with 
volunteers, even though she admits that many volunteers are on social media. The Facebook 
page has “a volunteer aspect to [it], and they can check out the information there. They can get 
transferred – you know, it’s hyperlinked – to go to our volunteer page. And they can do that, and 
then [the marketing specialist] tracks the amount of people that go to that page, that tab of our 
Facebook page” (p. 6, ll. 1-4). Although Org H is not using the networking capabilities of social 
media for recruitment, it does recognize that interested volunteers come in contact with the 
organization directly from social media sites.  
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To what extent do they have problems with recruitment and retention? Org H reported 
that recruitment and retention are “kind of an ongoing process” (p. 2, ll. 22). Now that she uses a 
website for scheduling volunteers rather than email and phone as much, “it’s definitely become 
easier for people…so, you know, definitely any miscommunication is laid out pretty clearly now 
with the online signups” (p. 2, ll. 23, 25-26). The size of its volunteer program changes with the 
seasons, similar to Org G. The holidays draw extra volunteers, and in particular, corporate 
groups donate time “at the end of the quarters, as the business people, you know, utilize any of 
their social responsibility hours or campaigns that they have. They’ll come in and kind of make 
sure it pushes into that quarter before it actually ends” (p. 4, ll. 14-16).  
Why or not are they using social media for recruitment and retention? Org H did not 
explain why social media isn’t used for recruitment and retention directly. The volunteer 
manager reported that access to social media is tightly controlled in the organization. News is 
discussed with the development director before it is published online. The volunteer manager 
does not have direct access to publish on the organization’s social media sites. Volunteer 
inquiries via social media are redirected to a signup page. Occasionally, if Org H needs a group 
of volunteers to come in for a particular event, the marketing specialist will post a request asking 
for help. This synergy occurs partly because the volunteer manager and marketing specialist 
share an office. 
3.3.9. Organization I: Meal Delivery 
Organization I is a local chapter of a national organization that delivers hot meals to 
home bound residents Monday through Friday. Staff prepare the meals and volunteers deliver 
them to recipients along a specified route. Volunteers use their personal vehicles and gas. Org I 
pays less than 20 staff and supports around 600 volunteers. Unlike other organizations, many 
Org I volunteers are retired and between 50 and 70 years old. The primary method of 
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communication with volunteers is telephone, with some email. Not all volunteers at Org I have 
regular access to a computer. 
To what extent do they use social media? Org I has a social media website on Facebook, 
Twitter and YouTube but does not link to any of them from the main website. These social 
media sites are not linked together. These sites were found by searching the social media 
platform for the org’s name. Org I has one person in charge of social media. Her title is assistant 
to the development director. Org I posts regular updates on social media with event information.  
How are they using social media? Org I’s social media presence directly reflects the 
same material found on the home page with a consistent message across every media outlet. 
Org I describes its mission and recommends viewers sign up to drive a route. Social media looks 
the same as other media outlets, without variation. 
How are they using social media to recruit and retain volunteers? Although the volunteer 
manager herself does not use social media, Org I is using social media for recruitment and 
retention to a certain extent. It requests volunteers join and it posts volunteer stories. However, 
these stories are no more (nor less) than what is reflected on the main web page. These posts are 
the status quo, and again, their strategy is to treat social media as another marketing channel. It 
does not take advantage of social media’s unique properties.  
To what extent do they have problems with recruitment and retention? Org I was honest 
in reporting serious problems with recruitment and retention. These problems have two primary 
sources. First, Org I experiences consistent growth. New meal recipients sign up daily to receive 
hot meals, enlarging routes and creating new ones. Org I cannot always find enough volunteers 
to drive all the routes. Therefore, every week, some routes may not get delivered. As a result, 
Org I welcomes new volunteers, as opposed to Orgs D, E, and G who turn volunteers away.  
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Second, Org I was hit hard by the downturn in the economy and due to the nature of the 
volunteer work, Org I is often affected by fluctuations in the price of gas. Volunteers quit when 
gas prices are higher or the economy or personal circumstances force them back to work. A 
small percentage of volunteers quit because they grow too old to drive safely.  
Why or not are they using social media for recruitment and retention? Org I uses social 
media for recruitment more so than for retention. One reason Org I uses social media for 
recruitment is because recruitment is a problem. Org I prominently displays volunteer 
recruitment messages on its main website, and the identical message is posted to social media. 
However, Org I does not use social media’s unique properties to recruit such as asking current 
volunteers to invite their friends. Org I treats social media as one more marketing channel, to 
which it copy and pastes the identical message reflected on its main website. 
The next section discusses themes found from coding across organizations and attempts 
to explain the role of social media within these organizations.  
3.4. Discussion 
This section discusses the findings from open and axial coding of the interview 
transcripts. See Appendix A.3 for the open codes and a figure showing axial relationships 
between the open codes. This discussion focuses primarily on information related to the 
preexisting research questions. Although the analysis allowed for additional themes to emerge 
from the data, these themes are left to future research to consider in order to bound the analysis 
in a timely manner.  
Study 1’s primary purpose was to understand the research context and the role of social 
media within that context. It explored why or why not volunteer organizations use social media 
for recruiting and retaining volunteers, and if they do, the nature of their use. This understanding 
of the research context is essential in order to build theory that explains how volunteer 
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organizations can use social media more effectively. To that end, the research questions were 
designed to examine volunteer organizations’ social media use and the research context in detail.  
Interview questions in Study 1 attempted to ascertain what social media volunteer 
organizations actively use. As described in the previous section, the volunteer managers all 
stated their organizations use Facebook, even if they were not aware of additional details. Those 
managers who were aware of their organizations’ social media use expected that their use would 
increase in the future. For example, Org B’s manager said,  
in “the beginning with Facebook [the County administration] were 
at first telling us, ‘oh, no, no, no, no, no. No social media.’ Well 
that’s opened up a lot. Because even now the County has their own 
Facebook page. So that – that they’ve kind of realized is the way of 
the world I guess instead of fighting it.” “I think as time goes on 
we’ll use it more and more.”  
Those volunteer managers who were further removed from the social media were less 
able to answer questions about how volunteer organizations use social media unrelated to 
recruitment and retention. The most often cited use was public awareness and education. Similar 
to the organizations’ main web site, social media is used as an outlet to post information about 
what the organization does. These volunteer organizations’ stated missions are in service to the 
community.  
While it was not the case here, it is noted that whenever charity organizations are caught 
cheating donors, they are usually vilified in the press. As a result, online databases exist to search 
whether an organization is a legitimate charity. Some of the volunteer organizations in the 
sample use these certifications to reassure donors of their legitimacy, as shown by links to 
Charity Navigator, for example. However, these certifications only look at how monetary 
donations are used. They do not help an individual decide about the legitimacy of volunteering.  
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To improve the volunteer organization’s public transparency, social media is an outlet to 
showcase daily activities of the volunteer organization in general. In this research context, 
transparency to the public and to donors increases an organization’s credibility, which in turn 
increases donations. Donors like to know where their money is going and what the organization 
is doing with it. The volunteer organizations described transparency as an important issue when 
communicating with the public. Org C’s manager explained that the staff encourage visitors to 
take pictures to raise transparency.  
“A long time ago, we welcome anyone to take pictures of 
anything. We take pictures all the time of everything. Say, ‘we will 
show you whatever you want to see. You can.’ We don’t ever hide 
anything. And there’s a lot of sanctuaries that won’t allow you to 
bring cameras. They won’t allow public access. Because they don’t 
want people to see what they have. We’re the opposite. We 
encourage everybody to come, take pictures, show everyone else.”  
Org H’s manager stated it posts  
“anything from our cause marketing campaigns that are going on 
to volunteer groups to grants that we’ve received. Any of those big 
news items.” Org C explained “You get public awareness, and 
you’re educating people on whatever video or picture they 
watched. It even. Even on a small scale, if we give our cats 
enrichment items here, maybe somebody’s gonna say, ‘I’m try that 
with my house cat.’ Even little house cats can benefit! It’s not just 
for [Org C].”  
This need to show transparency in order to prove legitimacy and credibility, and the need 
for public education and awareness are unique to volunteer organizations as opposed to 
employee-based organizations. One way that volunteer organizations described how they use 
social media is by posting pictures of daily activities. For example, Org C posts pictures of 
“People that are cleaning, people in the gift shop, people that are guiding tours. Everything day 
to day. People really like seeing all of our daily activities.” Org G gave an example of a 
volunteer who  
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“looked at our most needed items that we have posted for things, 
for people, for things like that. And she got about 75 pounds of 
food within 2 hours and brought it by yesterday. So, that’s 
amazing. So I took a picture of her with the food and I have an 
iPhone so I texted it to [Digital Marketing Coordinator]. He was 
gonna be putting that on the Facebook with all of her information.”  
The manager at Org B described one benefit of social media is that “you can get 
wonderful publicity and you can get stuff out there fast.” Org C commented, “It recruits donor 
dollars. ‘I can’t come there to give my time, but I would like to give you $10.’ It’s great. That’ll 
feed a cat a day. So, the profit. I mean, just the amount of whatever, just from taking one picture 
and posting it, you get volunteers. You get donations.” Org H stated social media is good 
because it’s cheap. Org H posts in order to “pretty much just getting awareness out into the 
community. If you don’t have the resources financially to advertise, billboards, all that good 
stuff, I mean, you really just have to rely on word-of-mouth and stuff that’s free. So. Like, you 
know, your social media and things like that.” 
From a larger viewpoint, the organizations interviewed viewed social media as a 
publicity channel similar to web sites, billboards, and print media. With one exception, they did 
not discuss building interpersonal relationships through social media. They did not mention 
receiving messages from volunteers through social media or soliciting feedback through social 
media about anything the organization posts. They do not build community via social media. 
Only Org F mentioned talking directly to volunteers via social media and was the only volunteer 
manager personally responsible for the organization’s social media strategy.   
Research question 3 focuses on volunteer organizations’ social media use specifically for 
recruitment and retention. The volunteer managers mentioned a few ways that their organizations 
use social media specifically for recruitment and retention, but only Org H used social media 
directly for recruitment and retention. Org C’s manager mentioned that the social media 
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indirectly works for recruitment and retention. Org F used social media for communicating with 
volunteers but not for recruitment and retention.  
One example of how organizations used social media for recruitment and retention was in 
highlighting volunteer activities, which could lead to recruitment when potential volunteers see 
and understand what they could do if they volunteered there. Some organizations described how 
potential volunteers don’t “get” what it is the organization does and what role volunteering at the 
organization plays in their lives. They don’t always understand the commitment involved or they 
don’t understand what the organization does. Surprisingly, the volunteer managers did not 
discuss obvious links between educating the public, showcasing volunteer activities, and 
reducing confusion about volunteering. 
Posts of daily volunteer activities also served another purpose. They showed volunteer 
appreciation, which has been shown to enforce retention. For example, Org C takes pictures of 
volunteers cleaning animal enclosures.  
“Whenever we take pictures, we text [the Founder]. And I’ll say. 
I’ll list the volunteers’ names. So. Cause the volunteers are on our 
Facebook, and so they get to see themselves on our website and 
getting 50,000 Likes or whatever. And they’re like, ‘Wow.’ That’s 
rooting for them. So little things like that make a difference.”  
In using social media for volunteer recruitment and retention, volunteers can see 
themselves on social media. This “show-me” feature is unique to social media above and beyond 
email, phone or a static web page and is considered a leading roles of social media. Social media 
users want to see themselves and they want their friends to see. As Org F put it,  
“If somebody puts something on Facebook and I see it, and I say, 
just drop a note of concern, or ‘Hey, thanks for letting me know.’ 
That I think is very valuable, because people are essentially 
looking for that when they put some. I think they’re looking for 
things when they put stuff up there, whether they realize it or not.”  
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Org F’s volunteer manager mentioned how surprised they were to find that social media 
reaches such a wide audience and lets them keep in touch with people who are away from the 
organization or away from home. As he said,  
“We don’t really track that. But we found that there’s a lot more 
people listening than we ever thought. Some people halfway 
around the world that are from here.” Social media builds 
relationships long distance better than phone and e-mail, 
particularly since social media can be mobile and instant. He gave 
an example, “I did go with our youth group up to [NC city], North 
Carolina this summer, and you know, I had my phone in my 
pocket, and we happened to have cell service, I would say, ‘Hey, 
we’ve checked in at this location.’ Or, ‘Here we are doing this, and 
here’s a picture.’ And it was a great way to kind of keep in touch 
with people back here.”  
Research question 4 considered what is the context of the organizations’ extent of 
problems with recruitment and retention of volunteers, because if they do not have problems 
with recruitment and retention then they are less likely to need, want or consider using social 
media to address those problems. This research question was also vital to understanding the 
context in which social media might be used for recruitment and retention and to find interesting 
ways that social media might be useful. For example, 7 of the 9 organizations mentioned they 
have a teen program or student volunteers. These volunteers are a prime age group that is hard to 
reach and intimately familiar with social media. Therefore, using social media to recruit this age 
group would reduce confusion about the recruitment process because this age group often seeks 
information online before face-to-face or phone.  
All of the organizations described an orientation process for new volunteers. Five hold 
monthly in-person information sessions about the organization before volunteers sign up to 
work, which represents another opportunity to use social media for recruitment. Every 
organization stated they host annual activities to honor and appreciate volunteers such as Org I’s 
“volunteer appreciation luncheon” or Org D’s “holiday event.” While physical meetings like a 
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luncheon could not be conducted on social media, pictures of the events posted to social media 
would be informative to current volunteers in showing appreciation and to potential volunteers in 
showing how the organization appreciates volunteers. Volunteers could comment on how much 
fun they had, for example, which could encourage their friends to join.  
Research question 5 addressed why or why not volunteer organizations use social media 
for recruitment and retention. Primarily the answer to this question revolved around two factors. 
First, the volunteer managers did not have access. Second, they did not have excess capacity or 
resources to learn social media. Orgs C and F were two exceptions where the volunteer manager 
had access. Those organizations showed variability in how they used social media compared to 
the other organizations. These two organizations also expressed high relationship requirements 
for recruitment and retention compared to the other organizations. For example, Org C has 
formal training and certifications and Org F requests its members serve over and above weekly 
meetings. 
In comparison, Orgs A, B, G, H and I welcome one-off volunteers and volunteer groups, 
who only volunteer once or twice a month and can sign up online without special training. Orgs 
D and E have higher requirements for volunteers joining the organization in that they require 
medical screening. However, these two organizations are located next to a large medical 
university filled with students who need volunteer hours in order to graduate. As they explained, 
Orgs D and E do not have problems with recruitment and sometimes turn people away. So they 
don’t have any need to worry about using social media for recruitment and retention.    
One driving force preventing the use of social media for recruitment and retention in 
these organizations was the fact that the volunteer managers do not have access to the social 
media. Social media is controlled by marketing or public relations personnel. Six of the 
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organizations had a mechanism for forwarding news to the social media coordinator. In two 
organizations, the volunteer manager had direct access to social media, and in the county-run 
volunteer organization, the volunteer manager had no access to social media. In fact, in Org B, 
volunteers themselves had taken it upon themselves to start ad hoc social media sites to help Org 
B fulfill their mission statement and relate news via social media, which highlights the 
importance that Org B’s volunteers place on social media as an outlet of information (even if the 
organization itself disagrees).  
Other limitations preventing the volunteer manager from having access to the social 
media were concerns for privacy and monitoring. The organizations’ daily operations involve 
sensitive information that they do not want publicized and/or taken out of context. A related 
issue was maintenance. For example, Org C explained  
“It’s just, everything we do, we have to think, OK, if we’re doing 
this, who’s gonna maintain it? Who has the time to maintain it? 
And how long will they maintain it? Is it worth the investment, you 
know, of getting on there? And are we sure that we’re helping 
ourselves and only having correct information? Because if we 
don’t, we will turn our communications department upside down.”   
Org C also stated the benefits of social media being fast and convenient are a double-
edged sword. “You can get wonderful publicity and you can get stuff out there fast. But if it goes 
south, it gets out there just as fast. So yeah. So you just have to really watch the people and who 
has your name and what they’re doing with it.” In other words, volunteer organizations are not 
only loathe to act without proper information of how to use social media, but they are also 
hesitant to use social media more widely because of concerns about losing control of their public 
image. This section summarized the results of axial coding the volunteer managers’ responses to 
the interview questions, and in doing so, described the general responses to the research 
questions. The next section discusses how this information relates to process virtualization. 
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3.4.1. Virtualization of Volunteer Recruitment and Retention Processes 
Process virtualization theory states that how well a process can be virtualized should be 
based on its requirements and that IT should moderate the relationship between process 
requirements and virtualizability (Overby, 2008). This theory has not been tested and measures 
are not readily available. This section uses process virtualization theory as a guiding framework 
to explain social media’s role vis-à-vis volunteering. The study investigated two processes: 
volunteer recruitment and retention. The interviews provide information about these processes, 
but they also provide additional information that may be missing from Overby’s theory.  
In terms of the process requirements for recruitment, the volunteer managers described a 
few recurring themes. Volunteer managers are responsible for communicating what volunteers 
do, the scope of the requested commitment, and the goals of the organization. They also have to 
reduce confusion about the recruitment process. In terms of virtualization theory, this process has 
higher relationship and sensory requirements than synchronism or identification and control. In 
order to explain what volunteers do and how, a manager must interact with a potential volunteer. 
For the process of retention, volunteer managers primarily listed volunteer appreciation, which 
had a high relationship requirement for similar reasons. The recruit needs to see what volunteers 
do, and may not “get it” until experiencing it for himself, which are sensory requirements.  
Therefore, based on virtualization theory, the more important role of IT would be for 
representation and partially for reach, with a direct effect of monitoring capability on 
virtualization. As described previously, volunteer managers worried that social media 
communication must be carefully monitored. While each organization described pieces of this 
model, no single organization did everything.   
Volunteer managers also described three additional processes that were outside the scope 
of the research questions, but no less important to social media’s role within the volunteer 
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organization. First, social media is used for transparency, which helps the organization prove its 
legitimacy and credibility. Second, social media is used for public education and awareness. 
Finally, social media communicates the organization’s news to a broader audience than its own 
members. Each of these processes is currently virtualized with social media.  
Missing from virtualization theory but evident here, were constraints to virtualization. 
The volunteer managers described a few of them. They did not have access nor training to use 
social media, and the volunteer organization carefully controlled social media to protect its 
personal image. In terms of the theory, these constraints create a boundary or an assumption of 
access. The theory does not discuss this assumption. However, in the complex environment of a 
volunteer organization, this assumption must be included.  
As an exploratory qualitative study, this section applied the concepts of process 
virtualization theory to better understand how well recruitment and retention could be virtualized 
with social media, and if so, what role social media would play in that virtualization. It found 
that representation should be most important. Therefore, when considering how to virtualize 
recruitment and retention, volunteer organizations should pay more attention to how they present 
information about volunteering. They should provide rich examples of people volunteering, 
particularly photos and videos that show what volunteers do and how.  
3.5. Summary 
This chapter described Study 1, which investigated the research context for the 
dissertation. Volunteer organizations’ operating environments impact what they can do with 
social media and how. As discussed, the volunteer managers were unaware as to how social 
media strategy impacts volunteer recruitment. Volunteer managers could be posting information 
for volunteers, answering questions to make volunteers feel more supported, reassigning 
volunteers to different posts and job responsibilities, and providing professional support through 
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social media – but they are not. Currently volunteer managers provide this type of 
communication primarily through email, phone calls, and personal meetings, and this process is 
time-consuming and labor intensive. This type of communication strategy is reactionary rather 
than proactive. 
This chapter discovered how volunteer organizations use social media and highlighted 
the process requirements for recruitment and retention, in order to build an understanding of the 
research context. The next chapter describes Study 2, which looks at how an organization’s 
social media affects individuals’ decision making when deciding whether to volunteer at a 
specific organization. 
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CHAPTER 4. HOW ONLINE SOCIAL MEDIA AFFECT  
VOLUNTEER RECRUITMENT 
Recruiting volunteers is time-consuming and costly. A new volunteer needs time and 
training to become productive. The socialization process for volunteers can last significantly 
longer than for employees, because volunteers spend less time at the organization and they work 
less regularly than employees. Volunteers may quit any time without warning, increasing the 
organization’s risk and (depending on the cost of training) increasing the need to carefully screen 
new volunteers entering the program. Some organizations experience high dropout rates even 
after in-depth, costly training and orientation of new volunteers, thereby incurring more expense 
and raising the need for further recruitment (Yanay & Yanay, 2008).  
Rather than waste resources on people who are unlikely to stay, volunteer organizations 
often recruit from within their existing networks. Current volunteers ask their friends and family 
to join them (Marc A. Musick & Wilson, 2008). Online social media could offer a way to tap 
existing volunteers’ networks and find people with interests related to current volunteers. Current 
volunteers’ friends could receive exposure to the organization through their friends when those 
friends post about volunteer experiences. Furthermore, members of a volunteer’s existing social 
network (whether online or offline) would have a pre-existing personal connection that could tie 
them to the organization more closely than unknown individuals. 
Increased social resources, larger extended networks, and social support all increase 
one’s likelihood to volunteer because they increase the odds of being asked and they increase 
one’s personal connections to the volunteer organization. Individuals with larger networks are 
more likely to encounter a volunteer recruiter in their personal networks, and they are four times 
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more likely to agree to volunteer if asked (Marc A. Musick & Wilson, 2008). Furthermore, “the 
quantity and quality of social relationships affect the chances of being recruited and whether the 
recruit will accept or decline” (Marc A. Musick & Wilson, 2008, p. 295). 
Musick and Wilson define “three kinds of social resource,” namely informal and formal 
social networks and church attendance, each of which contributes to a greater incidence of 
volunteering (2008, p. 267). People with more friends outside the household are more likely to 
volunteer and they volunteer more hours, but it depends on what types of friendship networks 
(Marc A. Musick & Wilson, 2008). “More informal kinds of socializing – with friends, family, 
neighbors, and co-workers, have no influence on volunteering” (Marc A. Musick & Wilson, 
2008, p. 269). “People who interact frequently with friends do seem to volunteer more, but only 
if these friends are drawn from secondary associations rather than from their immediate social 
circle” (Marc A. Musick & Wilson, 2008, pp. 269-270). Social media encourages and relies on 
informal, secondary associations (Ellison et al., 2007) and therefore would be expected to 
increase volunteering. 
Online social media has been shown to increase social resources. Students who used 
online social media more intensely were better able to bridge social networks and increase weak 
ties than students who used online social media less (Ellison et al., 2007). Facebook in particular 
has a feature that suggests users connect with friends of friends. Therefore, social media users 
with many friends are more likely to come into contact with someone who volunteers, greatly 
increasing their chances of being asked. Social media sites are designed to encourage interactions 
beyond one’s immediate social circle by suggesting connecting with “friends-of-friends”, – i.e., 
people beyond one’s immediate social circle. LinkedIn also suggests linking to “people you may 
know.” Online social media have been shown to increase social support, social resources and the 
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size of one’s social network (Ellison et al., 2007; Safko & Brake, 2012). Therefore, increased use 
of online social media should increase the likelihood to volunteer by increasing the likelihood of 
being asked.  
Musick and Wilson (2008) suggest that future studies in volunteering should consider 
“the content of a social network [rather than] the form,” and “the distinction between social ties 
that connect us to new people and social ties that reinforce our ties to people we already know” 
(2008, p. 285). Using self-efficacy theory, message framing, arousal cost-reward models, and 
perceived need, previous research tested how an ad affects an individual’s willingness to 
volunteer. Gender had main effects while self-efficacy message, arousal and cost had interaction 
effects. Whether a message was framed positively or negatively affected an individual’s 
willingness to volunteer (Lindenmeier, 2008). However, this study only tested an offline context. 
Because one’s social media could include both close and distant relationships as well as 
information from a person’s interests and feeds, an online message could have less impact than 
one received face-to-face. Therefore, how a volunteer organization frames recruiting messages 
on social media could affect an individual’s willingness to volunteer. Positively framed messages 
would be expected to increase willingness to volunteer.  
As described in previous chapters, social media encourages secondary associations 
outside of one’s immediate social circle, thereby creating a potential synergy between an 
individual’s use and an organization’s reach. Through social media, a volunteer organization can 
reach potential volunteers who would be otherwise unknown. The important questions are how 
volunteer organizations can go about reaching them through social media. For example, what 
types of messages will impact them and encourage them to join. What aspects of social media 
have an impact. Therefore, this study considers the following research questions.  
95 
RQ 6: How do online social media affect volunteer recruitment? 
RQ 7. What features of online social media are salient to volunteer recruitment?  
This study investigates how online social media impact volunteer recruitment. Very few 
(if any) volunteer organizations focus recruitment efforts via online social media. Rather, as the 
volunteer organizations in Study 1 explained, they used online social media for marketing the 
organization, largely ignoring social media’s potential opportunities. Study 1 discovered a 
deficiency of information about how to design social media strategy, which was one reason that 
the volunteer organizations in Study 1 did not use social media for recruitment.  To address this 
gap, this study asked individuals (potential volunteers) how an organization’s social media 
impacted their decision to volunteer. To better understand the salience of social media to 
recruitment, individuals reviewed an organization’s social media site and discussed its impact on 
their decision to volunteer. The next section describes the study. 
4.1. Study Methodology 
In order to understand the thought process behind the decision to volunteer based on 
social media, Study 2 used verbal protocol analysis, also known as the “think-aloud” method 
(Newell & Simon, 1972; Van Someren, Barnard, & Sandberg, 1994). Verbal protocol analysis 
(VPA) is a qualitative research method which yields good results when the question under 
consideration is exploratory or open-ended in nature. VPA is especially useful at investigating an 
individual’s thought process in completing a task. Here, the research question asks how a social 
media website is salient to an individual’s decision whether or not to volunteer at an 
organization. Therefore, the “task” under consideration is deciding whether or not to volunteer.  
Post-task questionnaires would not necessarily capture the same information as VPA, 
because they rely on individuals to recall thought processes after the fact, which may become 
jumbled. However, concurrent VPA captures this information in real time as it is experienced 
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and it is in sequence. Depending on the question under investigation, the resulting data can often 
be richer and more nuanced than interviews or survey responses (Van Someren et al., 1994). The 
next sections describe the data collection procedures. 
4.1.1. Verbal Protocol Task 
Participants reviewed a volunteer organization’s public Facebook website. They were 
instructed to find information about the organization that would help them in deciding whether to 
volunteer. Participants were randomly assigned to review one of two organization websites. 
Orgs H and I were selected from the sample because they do not have controversial or emotion-
laden missions (as compared to the animal shelter and wildlife sanctuaries). Orgs H and I 
participated in and responded positively to Study 1. Orgs H and I’s missions relate to food and 
hunger, which are generic enough that most people can understand and relate to them. These 
volunteer organizations have similar mission statements, but their Facebook sites have 
contrasting levels of participation and activity. For example, Org H has less than 700 Like’s but 
Org I’s site has over 2,500 Like’s. Org H spends considerably less effort on its Facebook site 
compared to Org I. (For more details see previous chapter.) 
While reviewing the website, participants were asked to verbalize their actions to the 
extent that it did not create too much cognitive load on their ability to read and review the 
website. Actions included navigating to different parts of the Facebook site, clicking on items, 
reading, looking at pictures, searching for more information, etc. When a participant was silent 
more than 10 seconds, he or she was prompted to keep talking. After the participant finished 
reviewing the web site, he or she was asked a series of questions (see section “Post-Task 
Interview”). These sessions were recorded with a digital recorder and transcribed by the PI. The 
participants’ browsing sessions were recorded with TechSmith Camtasia® software for 
corroboration with the recorded transcript. The verbal instructions are provided in Appendix C.  
97 
4.1.2. Instrument Preparation 
An online pre-assessment questionnaire was created using Qualtrics©. This pre-
assessment was used to screen for people who had previously volunteered for either of the 
candidate organizations. The pre-assessment questions were identical to the survey used in 
Study 3. The data from the questionnaire was not used in Study 2, except as a prescreen for the 
verbal protocol. The questionnaire instrument is given in Appendix C.1.  
After participants completed the VPA task, they were asked a series of semi-structured 
interview questions, followed by a short debriefing session. The interview gauged the impact that 
the social media website had on the participant’s decision process. Every participant was asked 
the same series of questions. The interview questions are given in Appendix C.2.  
Members of the dissertation committee reviewed these instruments to confirm their 
ability to elicit responses to the research questions. This research was approved by the IRB. That 
approval letter is given in Appendix B.3. 
A preliminary pilot test of the verbal protocol task was then conducted on a doctoral 
student to test whether the task was reasonable in terms of the instructions and time limit. This 
pilot also tested whether the questions in the pre-assessment questionnaire and interview protocol 
made logical sense. The pilot test was not recorded. As a result of the pilot test, minor 
adjustments were made to the VPA instructions for clarification and specificity.  
4.1.3. Participant Selection 
Participants were recruited from undergraduate business classes at a large university. No 
extra credit was offered to induce participation. After completing the survey used in Study 3, 
students were given a link to sign up for Study 2. Students selected their preferred date and time 
to participate in Study 2 via an online scheduling program. The number of participants was 
limited due to the time and resources necessary to complete the task and transcribe the 
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interviews. Two male and two female participants reviewed Org H. Four female participants 
reviewed Org I. Additional participant demographics were not captured. This sample represents a 
willing convenience sample of undergraduate students from a large population. See next chapter 
for more details about the survey conducted for Study 3. The next section describes the data 
collection procedure that occurred at each participant’s VPA session. 
4.1.4. Data Collection Procedure 
Upon arrival, the PI introduced her role in the investigation, briefly described the study’s 
importance to her research, and proceeded to ask non-threatening questions to put the participant 
at ease. Participants were then seated at a desktop computer in a computer lab on campus. This 
computer had TechSmith Camtasia Studio® installed. Camtasia Studio® is a proprietary 
software used to record computer screen images and actions. Participants who were not active 
volunteers at either of the two organizations in the study were provided with informed consent 
instructions and asked to sign the informed consent before continuing in the study.  
For the task, participants were asked to navigate to Facebook in the browser of their 
choice, then begin recording the session with Camtasia® to capture the browsing session. Once 
Camtasia® started, they were asked to navigate to one of the two subject organization websites 
and review the site to find information about volunteering there. No time limits were imposed to 
view and read the web site. Participants were asked to describe their actions, where they clicked, 
what they did, what they read, what caught their attention and/or what they thought as they 
reviewed the Facebook website. They were asked to express their thoughts aloud as much as 
possible.  
Participants were given liberty to browse beyond the Facebook site, if desired. Finally, 
once participants decided they were done with the task, they were interviewed and then given a 
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post-task debrief to explain the purpose of the study. Sessions lasted between 23 and 53 minutes, 
with an average length of 36 minutes (standard deviation 10.1 minutes). 
4.2. Data Analysis 
Study 2’s primary interest was in how social media impacts an individual’s decision to 
volunteer. The transcripts were naturally divided into four parts: instructions for the VPA task, 
the VPA task, a post-task interview, and debriefing session. The transcripts were first coded 
based on the research questions to discover salient and actionable features or aspects of social 
media for organizations to use in recruiting volunteers. These findings could help build theory on 
how social media relates to the decision to volunteer, which so far does not exist.  
The open and axial coding proceeded similar to Study 1. An example of open coding 
Research Question 6 is provided in Table 11. Table 12 provides an example of open coding for 
Research Question 7. A complete list of codes is given in Appendix B.4. The next section gives 
an overview of the findings from the verbal protocol task and the interviews. 
4.3. Findings  
As described, the transcripts were naturally divided into four parts which were analyzed 
in different ways to create a whole picture. This section describes what participants did during 
the verbal protocol task and how they responded to the semi-structured interview questions with 
respect to the research questions, and a more detailed analysis of the coding is provided in the 
Discussion section. These findings primarily relate to the general effects of the volunteer 
organization’s social media site on the participants. Given the exploratory nature of the study, all 
relevant comments are reported in the analysis.  
4.3.1. Participants’ Navigation Through the Social Media Site 
This section reports on the order that participants reviewed the volunteer organization’s 
Facebook page because this information can help to understand how individuals make sense of 
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social media. Logically, if an organization put the most important information more prominently 
on the page, it should catch someone’s interest more quickly. But what is intended and what 
actually happens may be different. As shown in Table 13, most participants first noticed the 
cover photo, especially for Org H, whose cover photo was brightly colored.  
Table 11.  Open Coding Example for Research Question 6 
Open Code Excerpt Quote Start End 
Celebrity endorsement 
and big name sponsors 
Oh, who’s this? Oh, Katie Couric. Is she 
endorsing them? They’re using her to endorse 
it, at least. She has a quote. “To think that one 
child would go to bed hungry somewhere in 
this country is heartbreaking. To know how 
many do is virtually incomprehensible.” I 
wonder when she said that. 
11407 11695 
Celebrity endorsement 
and big name sponsors 
Alright, let’s see what this Campbell’s soup 
can’s about. “Can of soup made of condiments. 
See more fun creations of art with food”? Art 
with food? What’s that got to do with [Org H]? 
11903 12086 
Celebrity endorsement 
and big name sponsors 
“Thank you to our friends at Snapple and 
Target. Contribution.” Oh, that’s nice! That’s 
actually activity with them. That’s very good. 
With links to Snapple and Target? Do their 
links work? I didn’t know they had Facebook 
pages for Snapple and Target. Hm! Interesting. 
12454 12721 
Who is in charge of 
social media 
But again, that’s to the discretion of whoever’s 
working the webpage, and it’s not always the 
same for whoever’s the main company 
21781 21910 
Content relationship to 
self 
Like this is probably something that I would 
share, because my husband is retired military. 
So, [laugh], and that would be significant to 
me 
4776 4916 
Content relationship to 
self 
Oh! I guess, they, they have events too. So 
that’s cool. They’re. They’re trying to get 
people involved that way. I know that’s a way 
that I get involved a lot on (especially with 
Facebook) I get invited to events I would 
otherwise I wouldn’t have known about. So 
that’s really good that they’re posting the 
events on Facebook. Cause I mean Facebook’s 
kind of. Most people use it on a, on a daily 
basis, or multiple times a day I feel like 
3436 3875 
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Table 12.  Open Coding Example for Research Question 7 
Open Code Excerpt Quote Start End 
Reviews, ratings 
and comments 
Looks like they’ve got some reviews. [Someone] wants to 
know where [Org H] will be on April 6. And that’s old. 
That’s 2013. So I wonder if February 17’s this year or last 
year? Recent posts. Hm. OK. A few comments in there 
10415 10637 
Reviews, ratings 
and comments 
There is many pictures. Oh. A comment of Martin Luther 
King. A no food. Well, I’m seeing many pictures, some 
comments.  
1013 1137 
Reviews, ratings 
and comments 
It shows that it’s got 19 ratings at 4.5 stars. Pretty big. 25829 25887 
About section Because I mean, you pull it up and. I would think that they 
would want to show their mission statement right from the 
get-go. Why? You know? I th- I think that should be on 
there. So, that would be my only, really my only you 
know, suggestion as far as making the page more you 
know. Making it better as far as information-wise 
15813 16140 
About section They’re a non-profit. Let’s see. There’s a map, a newsletter 2048 2108 
About section I scrolled back up. I’m clicking the About to see more 
about them. I’m reading their About information. Their 
description. OK. Their general information. So I’m a little 
confused. I’m not sure if this is. It sounds like um. It 
sounds seniors, but I’m not sure if that means that they are 
homeless, and because I’m confused about that, I would 
call the number. If not check out the website 
2666 3057 
About section Reading “About” and the Mission. “Because no one should 
go hungry, Company overview.” Let’s see. It talks about 
the local food bank. [reading] “It’s a member of the 
American Food Bank Network. It’s the largest domestic 
hunger relief organization in the U.S.” Let’s see more.  
[reading] “Food Bank provides food for shelters, 
residential group homes, kids café after school programs. 
It’s a distributor and central supply point that prepares 
food, sorts it, stores it, and efficiently matches it to those in 
need according to need. Donate today.” No, I want to, 
would like to volunteer. 
4755 5401 
 
Participants then actively sought the About or Map links, which on Facebook are located 
directly beneath the cover photo. This link section of the page is standardized for all organization 
pages on Facebook. It includes information about the type of organization and its location. Most 
participants clicked the About or the Map to find out what the organization does, who they are 
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and where they are located. Participants expressed an interest in the volunteer organization’s 
location because they wanted to know if the organization had a location near their residence. 
Participants wanted to know how far they might have to drive in order to volunteer. 
Table 13.  Participants’ Order of Navigation 
Ppt # Cover About Timeline Events Pictures Main Site Other 
1  1 2   3  
2 1 3 2 4 5   
3   1  2   
4 1 2 4    3 
5  1 2     
6 1 2 3  5 4  
7 1  2     
8 1 2 3   4  
 
Participants also wanted to know what volunteers do at the organization and how the 
volunteer organization participates in the community. In seeking this information, participants 
commented on information related to their own lives. They sought to identify with the 
organization and its mission on a very personal basis. They expressed an interest in determining 
whether it was similar them or their interests. Participants remarked on the volunteer 
organization’s legitimacy, specifically to confirm that the volunteer organization was not a scam.  
It is interesting that participants were skeptical of the volunteer organization’s Facebook 
page as a legitimate volunteer organization. While it is true that not all companies calling 
themselves charities are as effective with donations as others, participants in this study had no 
reason to doubt the site’s legitimacy. It was unclear whether participants were skeptical because 
of the content of the organization’s Facebook page or because the content was presented through 
Facebook. Facebook is well known for advertising spam. 
After the About section, participants looked through the organization’s posts. They 
skimmed posts quickly, only stopping when they saw an interesting photo to wonder what it was, 
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what it meant or what was happening. If the picture was obvious as to its meaning, such as 
wrapping holiday gifts or handing out holiday meals, participants spent less time reading. 
Sometimes participants stopped to read a photo caption. If the photo was unusual or compelling 
they stopped to think about its meaning and to put it into context with previous information. 
Videos were especially compelling although it was not clear why. One participant stressed, “you 
don’t want to put too many” videos.  
Typically participants clicked on a picture to bring up more information only when the 
abbreviated text in the post was not enough to understand what was happening in the picture. 
However, when presented with pictures of which they could not make sense and where picture 
did not have a caption to explain its meaning, some participants expressed disappointment. They 
abandoned the picture. They stated that they wanted to know what it meant; in other words, they 
wanted more information but couldn’t find it. The inability to find more information created a 
negative feeling or a sense of loss. 
It was also curious that some participants navigated to the Photos tab after reviewing the 
Timeline. Facebook automatically stores pictures from posts under a Photos tab. Even though the 
participants had already seen the photos while reading posts, they went back to look at all the 
photos collectively. Participants tried to glean additional information that was missing from the 
Timeline. One participant explained she wanted to see if the organization posted any additional 
photo albums.  
Overall, participants’ choice of navigation through the volunteer organization’s Facebook 
site shows that first impressions still matter. Participants saw the cover photo and About 
information prior to reading through the volunteer organization’s Timeline. These items were 
noticed first. The “About” in particular should include enough information for a reader to 
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quickly understand who the volunteer organization is, what they do and where they’re located. 
This information is important in deciding how much information to post on the volunteer 
organization’s site and where to post it.  
4.3.2. Interview Responses 
After completing the VPA task, participants were asked a series of semi-structured 
interview questions targeted at eliciting more specific information in response to the research 
questions. This section discusses participants’ responses to the interview data, as it relates to how 
social media impacted their decision to volunteer and their view of the volunteer organization. 
Subjects’ responses to some of the interview questions are summarized in Table 14 to give the 
reader a brief overview then more fully described below. Not all responses are given in Table 14 
because some responses were lengthy, unclear or not easily summarized in a table.  
Three participants had heard of the organization but were not sure what they do. After 
reviewing the Facebook site, their opinions became more positive. The site solidified their 
understanding of what the volunteer organization does. They felt more aware of the volunteer 
organization’s mission and its purpose in the community after reading the site. As Participant 1 
stated, “The way that it, my opinion’s changed, is now I know the other things that they do, 
specifically.” The social media site increased their awareness, which was one way that volunteer 
organizations use social media.  
After reviewing the site, 7 of 8 participants were able to correctly identify what the 
volunteer organization does and what activities volunteers do there. They were able to explain 
what the volunteer organization does, even if they had not heard of the organization before the 
session (and thus would have had no prior knowledge of the volunteer organization). One 
participant stated she has done food drives before but not for this organization. Five of the 8 
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participants stated they had volunteered before at other organizations, but 3 did not mention prior 
volunteer experience.  
Table 14.  Summary of Participants’ Interview Responses 
 Organization H Organization I 
Qn # / Participant # 2 4 6 7 1 3 5 8 
1a. Heard of Org N Y N N Y N Y N 
1b. Previous Opinion N/A + N/A N/A + N/A + N/A 
2. Opinion changed Like Grown + ++ More 
specific 
+ ++ Good 
idea 
3. Correctly identify 
what org does 
Not 
sure 
Y Y Y Y Y Y Y 
4. Considered 
volunteering 
N/A N N/A N N N/A N N 
6. Difficult to 
volunteer at vol org 
Easy  Easy  Easy  Easy  Easy  Difficult 
to learn 
Easy  Easy  
9. Recommend page 
friends 
Y Y Y Y Y Y Y Y 
10. Willingness to 
volunteer at vol org 
N Y Y Y Y Y Y Y 
13. Vol org could 
recruit you on FB 
Maybe Y Unk Y Y Y Y Maybe 
N/A. Volunteered 
previously 
Y Y Y Y Y Unk Unk Unk 
 
None of the participants who had heard of the organization had considered volunteering 
there before, but after reviewing the page, all but one participant expressed a willingness to 
volunteer there. Participant 2 said no, but that it was only because the organization’s mission 
made her uncomfortable. She said that if the organization’s mission were different, she probably 
would have said yes to volunteering there. All participants expressed an interest in 
recommending the page to their friends to review. Seven of eight participants felt it would be 
easy to get started volunteering, and the eighth said it would be easy to get started but it might be 
difficult to learn how to do the work.  
As part of the interview, participants were asked if they would respond to a recruitment 
solicitation sent via social media. Most participants stated that if the organization sent them 
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recruitment messages directly on Facebook, they would look at it and consider whether to accept. 
Their acceptance would be conditional on personal time restraints like school and work. Five 
participants said this kind of solicitation would be effective and they would seriously consider it. 
Two said maybe. The last response was cut off in recording but was positive.  
One interesting finding was the idea that participants would “lurk” the social media site. 
Because students do not usually have surplus resources for volunteering, some participants stated 
they would “Like” the page now to monitor its feed. Then, in the future, when they found time to 
volunteer and after learning more about the organization, they would go volunteer. Lurking 
online typically has a negative connotation but here it could result in a positive outcome. 
Just as important as what participants saw, is what they remembered. Table 15 shows 
participants’ responses to the question, “What caught your attention on the Facebook page?” 
Participants primarily remembered the cover photos and pictures of people, especially people 
having fun. As described more fully in the next section, participants primarily remembered 
people and pictures.  
Table 15. Summary of Interview Responses To What Caught Participants’ Attention 
Ppt# Organization What caught your attention on the Facebook page? 
2 H Cover photo, people having fun 
4 H Cover photo, sponsors, fun facts 
6 H Photos, that links worked right 
7 H Captions, sponsors, fun facts 
1 I People 
3 I Photos 
5 I Pictures, recipients 
8 I Cover photo 
 
The interview responses helped to focus on specific aspects of the volunteer decision that were 
not necessarily captured by the verbal protocol task.  
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4.4. Discussion 
This section discusses the themes found in the verbal protocol task in relation to the 
research questions. The most interesting question in this research exists at the overlap between 
social media’s impacts on individuals and volunteer organizations’ use. Social media will be 
most effective where the two parties meet. This study took a comprehensive approach to 
understanding not only the social media that impacted participants, but the content. Social media 
vary widely in how they present information to users. Facebook for example is very structured. 
Every Facebook page has the same template. An organization can program additional tabs to 
appear on its Facebook page, but these tabs will always appear in the same list at the top of the 
page. Org’s H and I have similar tabs programmed on their Facebook pages. 
Participants were asked to find information about volunteering at an organization. It was 
assumed that what participants discussed during the verbal protocol task influenced their 
decision to join. Three major themes were discovered: content related to the participant, the 
volunteer organization’s legitimacy, and the content’s “wow factor” (also known as the user 
experience).  
First, participants actively sought ways to relate to the organization. One strength of 
social media versus other IT is its very personal nature. Participants keyed in on content that 
related to them personally. All participants mentioned how the content related to their own lives. 
Content that directly related to their lives and their lifestyle caught their attention. When the 
content related to something the participant knew something about or had personally 
experienced, he or she was more likely to stop and read the material.  
For example, Org H’s site showed a picture of an artichoke flower. Participant 6 stopped 
to read the article then explained how it relates to her life. “Click on the thistle. Artichokes? Oh! 
It’s not thistle. They’re actually artichokes? Well that’s news. I’ve never seen an artichoke in 
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bloom. Huh! ‘Stiff outer petals around a flower.’ They look like the thistle that grow in my yard, 
with the prickly leaves too. Very interesting.” While volunteer organizations could not know 
individual personal preferences, they could search social media for people with specific interests 
and target recruitment messages to them.  
Participants were interested in seeing real people working for or being helped by the 
volunteer organization, as opposed to sterilized marketing ads. Participant 5 stated, “I really like 
to see maybe more posts from the actual participants in the volunteer program. It kinda’ looks 
like there’s just, you know, a lot of kind of ad-type things.” This fact highlights the importance of 
showing actual volunteer work.  
Participants stated that showing local community events also made social media feel 
more personalized to them. For example, Org H’s site showed scenes from their participation at a 
popular annual parade. Every participant remarked on it. Participant 7 exclaimed, “There’s a 
float. Oh this is cool right here. Oh yeah. This is definitely cool. At [Pirate Parade], huge 
crowds. This would definitely catch everyone’s attention at [Pirate Parade], cause typically 
people kinda go out to let loose, have fun, kinda get a little crazy.” Participants also noticed 
posts about the recent Super Bowl but were more vociferous about the local parade. 
Participants noted whether the site was recently updated, which suggests that volunteer 
organizations could increase the relevance of content by ensuring it is timely and local. 
Participant 1 explained that the timeliness of the site informed her opinion of the site’s 
importance to the volunteer organization. “That December 14th was the last time, and also. Well, 
they did update it on the 4 – the 7th of January. I mean, if you’re. If it’s super important to them, 
they would be updating every single day.” By not updating the site regularly or recently, the 
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volunteer organization gave her the impression that it did not place a high priority on social 
media.  
Participants’ second meaningful theme related to the volunteer organization’s legitimacy 
as reflected by its site. Legitimacy was established through celebrity endorsements, receiving 
donations from well known sponsors, local events or community involvement, and by doing an 
impressive amount of work. Participants liked to see examples of community support for the 
volunteer organization and its mission. Participants commented on stories of children getting 
involved especially. Participant 2 explained, “Showing kids that are getting involved. That 
should help motivate people, cause ‘if a kid can [do] it, why can’t I?’”  
Participants also noticed posts showing donations from well-known sponsors like Target, 
Wa-Wa, Bank of America, and Snapple. Participant 6 was impressed that the links in the post 
worked. “With links to Snapple and Target? Do their links work? I didn’t know they had 
Facebook pages for Snapple and Target. Hm! Interesting.” Participant 4 stated, “they’re getting 
like, bigger companies like Kraft and they’re using Facebook and Twitter and other social media 
to promote their cause. Guess important people.” By linking its own social media with the 
sponsors’, the volunteer organization improved its legitimacy to participants. 
As previously discussed, legitimacy is important for volunteer organizations. 
Participant 2 explained why he was skeptical.  
“I like to look at the content of what you’re doing as an 
organization. I don’t just, ‘oh, you’re a non-profit. That’s cool. Let 
me throw some money at you. Let me get involved.’ I like to know 
what the cause is and learn more about the cause before I get 
involved in something, which I really like about this page. They’re 
not just posting things, ‘Hey, donate money and we’ll feed hungry 
people.’ Well, ‘How many hungry people are there, are there in 
[Town]? Is it a really big problem? Or are you just trying to scam 
me?’”  
110 
Participants were impressed by facts and figures that showed how much good the 
volunteer organization does in the community, but they also wanted to know how they do it. 
Participant 4 remarked, “they served 10 counties in West Central [State], which is I think is a lot. 
That’s a lot” and that “Here it says how [Org H] could help people fight AIDS, malaria, TB, 
and all those. On this they have concert, and they seem very involved with what they do.” For 
Participant 3, although impressive, that much work felt daunting. “Is just that, they have passion, 
time, dedication, and I have the, the ideas to help, but I don’t have that kind of passion to help, to 
help ALL the time.”  
The final overarching theme was the content’s “wow factor,” which is defined by the 
Urban Dictionary as “a set of properties belonging to an object that pleasantly surprise a 
watcher.” In information systems design, this feature is sometimes termed the user experience. 
Participants were impressed to see things they were not expecting but to which they could relate. 
Participants most frequently mentioned Org H’s statements concerning how far it can stretch a 
$1.00 donation. Participant 5 said, “I like nifty things like that. That’s. That’s a cool picture.”  
While it is almost impossible to know what’s cool on any given day, it is possible to 
pinpoint what’s important, unexpected, timely or relevant. For example, Participant 6 noticed a 
post, “They donated 40,000 pounds! Wow. That’s a lotta meat.” But events did not have to be 
extreme to gain participants’ attention, so long as participants could relate to it on a personal 
level. Participant 2 commented, “this is cool, showing people having fun and doing things at the 
activity, at the. I guess this was a food drive or something to that effect.” Participant 2 also 
noticed a fun fact that Org H posted, “That’s words to live by. ‘Man cannot live by bread alone. 
He must have peanut butter.’ Add jelly too, then we’re good.” Not only did Participant 2 notice 
the post, he also commented how it related to his own life.  
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In terms of salience, participants primarily connected with pictures. Participant 1 
explained, “The pictures are what’s gonna catch you. They draw you in.” Explanations of the 
pictures were almost as important as the pictures themselves. Participant 2 said, “I mean, the 
pictures definitely get my attention, but then I want to read.” Participant 7 said, “the several 
captions that I’m constantly running across are just kind of pretty much reaffirming that 
message and it’s showing what [Org H] is constantly doing throughout the community and how 
they’re also getting involved with national sponsors.”  
Unclear pictures forced participants to seek more information. For example, Participant 2 
clicked a picture because “I wanted to see, cause the picture cut off. Down here, I wanted to see 
the quotes and stuff, see if there was more, and on the post-it notes.” The lack of clear 
information in the pictures caused him to seek out more information by clicking on the pictures. 
When the pictures did not have additional information, participants wanted more. Participant 6 
complained,  
“Did they have a? A booth there or something maybe? There’s 
pottery. ‘Empty Bowls.’ I don’t know why this is on here. Let’s 
see if there’s more. Oh OK. They donated $200,000, Bank of 
America did at this [Local Name] Square Park, it looks like. But I 
have to guess that. OK. Gives more credibility to the site. ‘Empty 
Bowls.’ Is this part of the project? I guess they were feeding 
people at the park maybe, as well. Not sure what they’re eating.”  
These findings suggest that volunteer organizations could improve users’ experience and provide 
a greater wow factor by adding captions to pictures. As participants explained, volunteer 
organizations should include enough information to understand the story.  
Surprisingly, length of time on social media and links to other social media were 
important as well. These factors illustrated to participants that the volunteer organization was 
serious about its mission. Participant 8 believed that social media tools should always be 
integrated. “Pictures? Uh, I don’t really see anybody post any pictures on Facebook anymore, 
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and if it’s on Facebook, that means they have it connected to their Instagram. So it’s on 
Instagram too.” Orgs H and I do not use Instagram. 
Participant 1 expected a certain threshold of social media use to indicate the 
organization’s seriousness about social media. She explained, “You can connect it to Pinterest, 
Twitter, and all that too. And they don’t. They’re not. It doesn’t seem like they’re super involved 
in like, social networking. Because they would have the Twitter and they would have, definitely I 
think they would have Twitter. Just for people who know what events are going on.” Org I has a 
Twitter feed but does not link to it from the home page. The lack of integration reduced the 
effectiveness of the volunteer organization’s social media for Participant 1. 
Participants also mentioned feedback from reviewers. On Facebook, reviewers can post 
page reviews, page ratings, and comments. Participants wanted to see what “real people” had to 
say about the volunteer organization. Participant 6 read, “Looks like they’ve got some reviews. 
[Someone] wants to know where [Org H] will be on April 6. And that’s old. That’s 2013. So I 
wonder if February 17’s this year or last year? Recent posts. Hm. OK. A few comments in 
there.”  
Participants then related reviews back to their own experience. Participant 5 explained 
that the reviews give  
“just a little more of what is actually done for the individuals and 
you know, how much time you’re spending and um, I would think, 
just that person’s viewpoint of maybe how it made them feel to 
take part in, in doing something like that. And if they saw any 
changes, you know, maybe how the individual reacted to them 
coming out. I’d. I would. I would share that kind of information, I 
guess, as long as it was allowed, you know. I wouldn’t want to, I 
guess, divulge anything that would, I guess be considered you 
know, more personal.”  
These findings suggest that in terms of using social media for volunteer recruitment, 
volunteer organizations should focus their strategy on promoting the personal social nature. 
113 
Content should be in the form of pictures with enough detail to understand the story and relate to 
it personally. Participants in this study were more interested in content to which they could 
personally relate. This content included local events, well-known sponsors, and real people 
volunteering.  
4.5. Summary 
This chapter described Study 2, which investigated how social media impacts an 
individual’s decision to volunteer. The study used a verbal protocol task and semi-structured 
interviews to assess what content and features of social media are salient to an individual. As 
discussed, the importance of social media content is not so much in specific content but rather in 
how readers can relate to it.  
When stories on social media are relatable to the individual’s life, he or she is more 
interested in reading further about the volunteer organization and its mission. One way of 
making content more relatable is to show pictures of local events and of real people, rather than 
sterile advertising. Also interesting was the idea that reviews about the volunteer organization’s 
social media impacted an individual’s decision process because they helped the individual to 
relate better.  
Previous research on volunteering has not considered how IT impacts recruitment. This 
study represents an early attempt to investigate how social media relates to recruiting volunteers, 
which is an important step for volunteer organizations desiring to develop their social media 
strategy. The next chapter describes Study 3, which looks at the relationship between social 
media and volunteer retention.  
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CHAPTER 5. HOW ONLINE SOCIAL MEDIA IMPACT  
VOLUNTEER RETENTION 
When volunteers do not feel supported, they quit. Volunteers cite lack of support as one 
of the top five reasons they quit (Eisner et al., 2009). Volunteer retention is an ongoing process 
requiring communication between volunteers and the organization. Volunteers need avenues to 
ask questions about their role within the organization and to increase socialization and feelings of 
support. For example, a volunteer that encounters new or uncomfortable situations may feel 
unequipped to handle or resolve it. Without guidance and support from the volunteer 
organization, this volunteer’s experience will be poor. Clear avenues of communication, chain of 
command, and job training can help a volunteer navigate the organization to increase feelings of 
support. 
Students who used online social media felt better supported and able to cope with starting 
college (Ellison et al., 2007). It is possible that volunteers could benefit from social media in 
similar ways. Most of the volunteer managers in Study 1 stated they provide support through 
face-to-face meetings, emails and phone calls. They did not use social media partly because they 
did not know how. Therefore, it appears that they could use guidance in this area. To provide 
insight on how to strategically use online social media for volunteer retention, Study 3 
investigates how volunteer motives are related to online social media use. Study 3 considers the 
following research questions. 
RQ 8.  How do volunteers’ social media use relate to their (a) continuance, (b) 
commitment, and (c) satisfaction? 
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RQ 9. How does an organization’s social media use impact volunteers’ (a) continuance, 
(b) commitment, and (c) satisfaction? 
RQ 10.  How are volunteers’ motives related to social media use? 
When volunteers experience positive benefits from their experience and perceive greater 
support from the organization, they are more committed to continue because their expectations 
are confirmed by their experience (Clary et al., 1998; Wilson, 2000; Yanay & Yanay, 2008). 
Social media encourages active engagement and open communication which should positively 
enhance volunteer retention. Thus, this exploratory study brings together research on social 
media and on volunteering to explore this relationship.  
Mele recommends further investigation into social media as a “source of motivation” 
rather than an outcome (2008, p. 87). Building on previous work, Study 3 takes a new approach 
by asking how social media impacts volunteer outcomes. This approach is based on the idea that 
people volunteer “because of where they are, not who they are” (Mele, 2008, p. 87). Thus, Study 
3 treated social media use as an antecedent. As a first step, Study 3 investigated how social 
media use relates to volunteers’ experience.  
Study 3 looked at how volunteers’ social media use relates to their motives to volunteer 
and perceived benefits of volunteering. Volunteer organizations could leverage this information 
in designing more effective social media strategies to support volunteers and improve volunteers’ 
commitment and satisfaction. This study incorporates functional motives, which states that 
people volunteer for any combination of six general motives. Offline, when motives match 
experience, volunteers report a higher intention to continue and higher satisfaction (Clary et al., 
1998). The next section discusses the theory and hypotheses tested in Study 3. 
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5.1. Theory and Hypotheses Development 
In order to decide whether it would be effective to virtualize the retention process, it is 
necessary to first establish a useful connection between social media and volunteering. Thus, 
Study 3 establishes a relationship between continued volunteering (retention) and online social 
media. As discussed in the literature review, there is no a priori theory to guide this inquiry. 
Theories of volunteering explain why people volunteer in offline settings but do not account for 
impacts of online social media, and theories of the impacts of social media are emergent at best. 
However, the golden thread connecting these disparate domains is their relationship to social 
capital.  
Unfortunately, the concept of social capital is a slippery, almost ephemeral term without 
a consistent definition (Wilson, 2000). Ellison, et al. (2007) defined social capital as “one’s 
ability to stay connected with members of a previously inhabited community” (Ellison et al., 
2007, p. 1143). The terms social capital and social resources are also taken to mean the 
relationships between people that can be drawn upon to further one’s goals (Wilson, 2000). 
Coleman (1998) defined it as “the resources accumulated through the relationships among 
people” (Ellison et al., 2007, p. 1145). Either way, it has been argued that increased social capital 
is positively associated with volunteering. More importantly, Facebook use can lead to increased 
“maintained social capital” (Ellison et al., 2007), which suggests that Facebook use should be 
positively associated with volunteering.  
The difficulty lies in determining what aspect of the retention process embodies a 
volunteer’s feelings of social capital. Clary, et al. (1998)’s volunteer motives explain the reasons 
why people volunteer. When motives and experience are both positive, volunteers report a higher 
intention to continue and higher satisfaction (Clary et al., 1998). For example, if a volunteer 
expects to receive values benefit from volunteering and then perceives he received values benefit 
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from volunteering, the volunteer is more likely to continue. This match confirms a volunteer’s 
expectations and results in a higher incidence of continuance.  
Volunteers whose motives and confirmation are both higher than average report higher 
satisfaction and intention to continue volunteering. A volunteer does not always realize the 
benefits he is expecting, nor is he always expecting benefits. These four groups are reflected in 
Table 5.1. A careful reader should be cautious in assuming that the Low-Low group represents a 
high “match” between expectations and confirmation. This volunteer group did not expect 
anything but nor did its members receive any benefit. This group is the least likely to continue 
volunteering. The volunteer organization would like to prevent volunteers from quitting, which 
means driving volunteers’ perceptions towards the High-High group.   
Table 16. Expectation-Confirmation Match 
 Motive expectation 
High Low 
Motive  
confirmation High 
Received expected benefit: High 
satisfaction and continuance  
Received unexpected benefit: 
Medium satisfaction and 
continuance  
Low 
Did not receive expected benefit: 
Medium satisfaction and 
continuance 
Did not receive nor expect any 
benefit: Low satisfaction and low 
continuance 
 
However, the notion of functional motives does not account for the effects of 
organizational interventions on the volunteer’s perceptions. For example, volunteers may quit if 
they do not feel properly matched with the job responsibilities they want (Eisner et al., 2009). 
Matching volunteers’ needs with the organization’s is a vital step in socializing volunteers. When 
available tasks are communicated to volunteers, then they can request reassignment, increasing 
their perceived benefits. Additionally, when volunteers are made aware of the impact they make 
to the greater good of the organization, they are more committed to the organization and its 
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mission (Bennett & Barkensjo, 2005). Much of this communication has the potential to be 
increased by virtualization via social media.  
For social media to have an impact on volunteering, a volunteer must first bridge the gap 
between his offline and online activity. Offline-online connection refers to the extent that an 
individual connects her offline and online environments. As discussed in previous chapters, 
online social media “supports both the maintenance of social ties and the formation of new 
connections” (Ellison et al., 2007, p. 1144). It encourages users to virtually connect with offline 
friends and companies, and these activities sometimes lead to increased offline connections 
(Ellison et al., 2007). These increased social connections lead to a user feeling greater attachment 
to and appreciation for social media, because he received a positive benefit from bridging his 
online and offline world.  
H1: A social media user’s ability to bridge online-offline connections will be positively 
associated with social media attachment. 
In order to become attached to social media, one has to use it in the first place. 
Obviously, those individuals who use social media more will become more attached to it and in 
the extreme, possibly addicted. Ellison, et al. (2007) used the term Facebook Intensity, which 
measured students’ Facebook attachment comingled with their time spent on Facebook plus 
number of friends. However, concepts of use (time and number are friends) are quite different 
from feelings of attachment. Here, social media attachment refers only to those feelings that an 
individual has towards Facebook to indicate its importance to her daily life. Whereas actual use 
is a measurable behavior, attachment is a perceived feeling.  
H2: Increased social media use will be positively associated with social media 
attachment. 
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Number of friends on Facebook is not an accurate indication of one’s attachment or 
amount of use, because it is often a function of how long since an individual started his account. 
Those individuals who started using Facebook in 2009 when it started often have more friends 
than those who only recently started using it. Therefore, number of friends is not necessarily a 
good proxy for amount of use or attachment. Here, actual social media use is defined by the 
extent of features that an individual uses to give a more accurate measure than number of 
minutes.  
Furthermore, the behavior of spending time on social media also does not explain 
feelings of attachment. For example, two users could each spend 15 minutes per day on social 
media. They spend an identical amount of time, but their feelings of attachment to social media 
may be very different. The importance of social media to their lives may be polar opposites, in 
which case, social media’s impact on their feelings about volunteering will also be different. But 
how does social media use relate to feelings?   
Personality features relate to the social media features that people use most frequently 
(Ross et al., 2009) and social media use can impact the self (Gonzales & Hancock, 2011). Big 5 
personality factors predicted social media use and personality factors were related to specific 
social media functions. When asked how they use social media, e.g., posting to the Wall, posting 
photographs, sending private messages, number of groups, posting and participating in events, 
status changes, and commenting, respondents’ Big Five personality factors were related to their 
preference for using specific social media features. For example, respondents high in neuroticism 
reported a greater preference for posting updates to their Wall, whereas those low in neuroticism 
preferred to post photographs (Ross et al., 2009).  
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Again, no a priori theory explains these relationships, but some theories suggest the 
potential for relationships between social media use and volunteering. As shown in Figure 2, 
social media use increases social capital. Increased social capital leads to increased volunteering. 
A match between a volunteer’s motives and his confirmation equally leads to increased 
volunteering. Therefore, it may be that a match between a volunteer’s motive and his 
confirmation is conceptually similar to increased social capital, as a proxy if nothing else. While 
this argument is not perfect, it does provide a starting point for testing how social media relates 
to volunteering.  
Based on this logic, the research model is shown in Figure 3. It speculates that the match 
between motive and confirmation is a form of social capital realized by a volunteer as a result of 
her experience. This conceptualization of social capital in the volunteering context is made with 
respect to how it relates to social media. Online social media brings people together based on 
social connections. It exposes individuals to outside interests. It encourages users to express 
themselves by posting pictures and status updates. Social media, especially Facebook, was 
started as a way to keep in touch with friends and to connect with friends. Therefore, in terms of 
its usefulness as a strategic tool for volunteer retention, online social media should increase 
volunteering as a result of self-affirmation, because social media highlights and heightens 
awareness of issues posted to it. 
Figure 2. Potential Theoretical Relationships 
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Figure 3.  Research Model 
People have many reasons for volunteering, but as discussed, online social media exposes 
people to new ideas and heightens awareness of shared experiences. When visiting social media, 
information is both persistent and dynamic. If a friend on social media posts about his 
experiences volunteering, then a user will continue to see it the next time he logs onto the site. 
Other connections may have even commented positively (or negatively) about the post. If users 
are posting details about their volunteering experiences (perhaps to encourage friends to join), 
then users will continue to see their own information. This increased exposure to volunteering 
may reaffirm his beliefs in volunteering and encourage more volunteering in the future.  
Particular to Facebook, if a user “Like’s” a volunteering cause, then Facebook will push 
advertisements and similar pages about volunteering to a user, further reinforcing his or her 
beliefs. However, these messages will only have an impact on the user if social media is 
important to him. Conceptually, this idea is similar to valence as found in expectancy theory 
(Vroom, 1964). Expectancy theory explains why an individual chooses one behavior versus 
another. Volunteering may be considered a behavior of choosing. A person chooses whether or 
not to volunteer. The choice is not passive. Motivations explain the reason why he volunteers, 
but do not account for degree. The degree to which social media will impact the match between a 
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volunteer’s motives and his confirmation should depend on the extent to which he values the 
information coming from social media channels. If the volunteer does not value and attach 
meaning to social media, then social media will not impact his experience. 
H3: Social media attachment will be positively related to a beneficial match between a 
volunteer’s motive and confirmation.  
Volunteers whose motives and confirmation are both positive are those most likely to 
continue volunteering and to report positive satisfaction. They received the benefits they wanted.  
H4: Positive confirmation matching desired motives will result in positive volunteer 
outcomes such as continuance and satisfaction.  
The next section discusses the study to test the hypothesized relationships. 
5.2. Study Methodology 
Because Study 3 investigates personal self-beliefs regarding motives to volunteer and 
personal social media use, self-report through survey is an acceptable research method. Online 
surveys reach respondents quickly and efficiently, but large samples are needed for robustness of 
the statistical measures (J. Cohen, 1988). Therefore, survey is an acceptable research method to 
test the model in Study 3.  
5.2.1. Survey Development  
An online survey was created using Qualtrics©, an online survey website. Table 18 lists 
the variables collected in the survey. Wherever possible, measurement items from previous work 
were adapted for this study. The full survey instrument is available in Appendix C.1. The survey 
contains additional items not tested in this study that may be used for future research. The online 
survey was approved by IRB in conjunction with Study 1. The IRB approval is shown in 
Appendix A.2.  
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5.2.2. Pilot Test and Pre-Study Interviews 
Before formally launching the survey, it was piloted using a small sample of volunteers 
from the community. This pilot test uncovered difficulties in functionality, missing or confusing 
survey items, and general readability issues. It was also discovered that Facebook users primarily 
use the following features on a daily basis: posting updates on the Wall, Like’ing items, updating 
one’s status, checking others’ updates, posting public comments to other users, uploading 
photographs, and sending private messages. Respondents used these features at least 28% of the 
time. They used the other features less than 10%.  Therefore, this study focused on those features 
that respondents primarily use, rather than relying on previous research. 
Table 17.  Survey Measures 
Construct Items Status Source 
Demographics and 
volunteer behavior 
Age, gender, employment status, 
volunteer organization, volunteer 
tenure, and volunteering frequency 
Covariate/ 
controls 
Wilson 2000 
Social media use Facebook features use frequency IV Ross, et al. 2009 
Volunteer motives Volunteer Functions Inventory (VFI) IV Clary, et al. 1999 
Volunteer motive 
confirmation 
VFI Confirmation items IV Clary, et al. 1999 
Attachment to social 
media 
Facebook Intensity items related to 
feelings of attachment 
IV Ellison 2007 
Volunteer outcomes Continuance, commitment, 
satisfaction, and meaning 
DV Clary, et al. 1999 
 
As an exploratory check for missing constructs, six volunteers from two different 
volunteer organizations were interviewed about their volunteer experience and personal online 
social media use. The pre-pilot interview questions are given in Appendix C.2. These interviews 
were preliminary and therefore not analyzed in this dissertation. The pre-study interviews were 
intended to identify potential missing constructs before launching the survey. The volunteers did 
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not reveal missing constructs. However, they frequently stated that social media would not affect 
how much they volunteer, but hoped it could influence their friends.  
These responses suggest the potential for asking about “what friends do,” not necessarily 
“what respondents do.” In certain research settings, respondents are disinclined to discuss their 
own actions, but will report what they believe “everyone else” does. For example, when asking 
about sensitive subjects, a respondent is more truthful when asked about his friends rather than 
about himself, even though he is referring to himself. This anomaly could also be an artifact of 
the small non-random sample. The survey was modified twice before it was conducted formally. 
5.2.3. Data Collection and Respondent Selection 
Respondents were recruited from a large undergraduate business class. The target sample 
size was 250 respondents, which is similar to previous studies using these scales (Clary et al., 
1998; Wilson, 2000). This sample size allowed for more margin of error in the event of 
incomplete or unusable responses. The large sample size also increased the likelihood that the 
sample would have enough power to test the hypotheses. The total number of respondents was 
423 out of a sampling frame of 561 students. This response represents a 75.4% response rate.  
5.3. Data Analysis 
This section describes the steps taken to analyze the data and test the hypothesized 
relationships. Before testing the model, it was necessary to clean the data, as described below.  
5.3.1. Target Data Sample 
The data set was reduced based on a series of theoretical and practical considerations. See 
Table 19 for a summary of the data reductions, which are further explained in this section. First, 
13 responses were removed because they were incomplete for the constructs under consideration, 
leaving 410 valid responses. It was assumed that these incomplete responses were the result of 
student oversight and were thus assumed invalid. Next, the target population only included 
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volunteers who use social media. The survey was conducted with a wide net to maximize 
responses, which meant it captured extra data that was not needed for this analysis.  
The survey was fine-grained enough to ask if respondents currently volunteer and 
whether they have volunteered in the past. 329 respondents had ever volunteered, but only 68 
were currently volunteering. The sampling frame were students, who typically have limited 
surplus time to volunteer regularly. However, research shows that people who have volunteered 
in the past are more likely to volunteer in the future than someone who has never volunteered 
(Marc A. Musick & Wilson, 2008). Therefore it was assumed that respondents are not 
volunteering because they are too busy with school but that they will soon return to volunteering. 
To maximize the sample, past volunteering counted equally as “volunteering”.  
Table 18.  Data Reduction 
Action Taken Purpose N 
Total data set Initial sample 423 
Removed incomplete responses  Assumed invalid for mostly incomplete 
responses (N=13) 
410 
Selected volunteers who use social media Target data sample (N=118) 292 
Removed responses with missing values 
for constructs volunteering and social 
media constructs 
Assumed invalid or incomplete (N=43) 249 
 
The target population were volunteers who use social media, which reduced the sample to 
292 respondents who had volunteered and currently use social media. Some of these respondents 
failed to answer all items on the constructs of interest. These 43 responses were removed. 
Because they were less than 10% of the responses, bias should be minimized. Next, some of the 
survey items were reverse-coded for consistency. Due to how the scale items were programmed 
in Qualtrics, the items for volunteer outcomes, motive confirmation and Facebook use frequency 
were reverse coded as shown in Table 19. 
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Table 19. Reverse Coded Scale Items 
Variable Respondent Scale Manipulation Result 
Volunteer experience 1=Extremely to 7=Not 
at all 
Subtract value from 8 1=Not at all to 
7=Extremely 
Motive confirmation 1=Extremely to 7=Not 
at all 
Subtract value from 8 1=Not at all to 
7=Extremely 
Facebook feature use 1=Multiple times per 
day to 8=Never or not 
at all 
Subtract value from 9 1=Never or not at all 
to 8=Multiple times 
per day 
 
Sample demographics are given in Table 20. Complete results including mean, minimum, 
maximum and standard deviation for all variables used in this analysis are given in 
Appendix C.3. 
Table 20.  Sample Age and Gender Distribution 
Age Frequency Percent  Gender Frequency Percent 
18-24 214 86%  Male 135 54.2% 
25-30 23 9%  Female 114 45.8% 
31-35 2 1%  Total 249 100.0% 
36-40 4 2%     
41-49 4 2%     
50-59 2 1%     
Total 249 100%     
 
As shown, most participants were age 18 to 24, and almost equally split between men and 
women. Table 21 shows that almost half the sample work part time, about one third were not 
employed and the rest are split between working full time or self-employed. This result is not 
surprising and is indicative of the wider student body at this university.  
Table 21.  Sample Employment Status 
Employment Status Frequency Percent 
Work full time (35 or more hours per week) 33 13.3% 
Work part time (less than 35 hours per week) 110 44.2% 
Self-employed full time 3 1.2% 
Self-employed part time 17 6.8% 
Not currently employed 86 34.5% 
Total 249 100.0% 
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This section described cleaning the data to prepare it for analysis. Additional data testing 
is described in the next sections. 
5.3.2. Survey Validity and Reliability 
Although the Volunteer Functions Inventory (VFI) scale was validated in previous 
literature, it has not been administered in relation to online social media (Straub, 1989). To test 
for face and content validity, the survey was reviewed by a tenured professor in information 
systems before conducting the survey. He determined that the survey items made logical sense 
based on their content. 
Next, an exploratory factor analysis (EFA) was conducted to show the factor loading 
structures for each construct. Principal factor analysis (PAF) with Oblimin rotation was used 
because it was assumed that the error variances of motives could be correlated. Oddly, the 
volunteer motives scale items would not load cleanly with a six factor solution like Clary, et al. 
(1999). Responses to understanding and enhancement motives would not load cleanly. It is 
possible that respondents in this sample could not differentiate them from the other survey items.  
As a result, for purposes of this analysis, the understanding and enhancement motives 
were dropped from further analysis. Conceptually, this decision makes sense because the 
theoretical model simply tests a match between volunteer motives and confirmation, but is not 
dependent on any particular motive (or on all motives being present). The four factor solution for 
volunteer motives is shown in Table 31 in Appendix C.4. The KMO and Bartlett’s tests shown in 
Table 22 show the factor loadings are significant. 
Table 22. KMO and Bartlett's Tests for Volunteer Motives 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .901 
Bartlett's Test of 
Sphericity 
Approx. Chi-Square 2314.957 
df 120 
Sig. .000 
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These factors were not highly correlated as shown in Table 23.  
Table 23. Factor Correlation Matrix for Volunteer Motives 
Factor Social Career Values Protect 
Social 1.000 .420 .544 -.550 
Career .420 1.000 .350 -.445 
Values .544 .350 1.000 -.447 
Protect -.550 -.445 -.447 1.000 
 
To match with motives, confirmation for enhancement and understanding were not used. The 
remaining four volunteer confirmations loaded similar to motives. The motive confirmation item 
loadings are shown in Table 32 in Appendix C.4. The KMO, Bartlett’s test and correlation 
between the motive factors are shown in Tables 24 and 25. 
Table 24. KMO and Bartlett’s Tests for Volunteer Confirmation Items 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .880 
Bartlett's Test of 
Sphericity 
Approx. Chi-Square 2176.985 
df 66 
Sig. .000 
 
Table 25. Factor Correlation Matrix for Volunteer Confirmation Items 
Factor Social conf Protect conf Values conf Career conf 
Social conf 1.000 .464 .626 -.563 
Protect conf .464 1.000 .420 -.624 
Values conf .626 .420 1.000 -.582 
Career conf -.563 -.624 -.582 1.000 
 
Twelve items measured the frequency that a respondent used each Facebook feature. 
However, the mean values for three features were less than 3, meaning that on average, 
respondents stated they use these features once a month or less. They were poke, events, and 
games. Further, these three features were highly skewed compared to the other items. For 
simplicity, these features were not used in further analysis because they would not adequately 
represent the sample. 
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An EFA revealed four potential factors, which loaded as shown in Table 26.  This 
structure suggests that these features are related in interesting ways. First, joining and 
participating in groups are independent of other Facebook features. This factor is named 
“Socializing.” However, it is a weak loading (less than 0.60) and as a standalone variable it was 
not used in further analysis. Updating one’s status, posting updates and posting photos are 
related. This factor suggests active use. It requires actively posting information to social media. 
Reading and Like’ing other people’s posts takes very little effort compared to taking the 
initiative to write one’s own posts. This factor suggests passive use. Finally, the last factor is 
termed coop use or piggybacking, because it involves posting public comments in response and 
sharing other people’s posts. It requires someone else to initiate a post and then the user tacks on 
his own thoughts. Individual factors for social media use were not hypothesized in the research 
model, but are left for future research to consider these implications. 
Table 26.  Initial Four Factor Model For Facebook Features Used 
Pattern Matrixa 
 
Factor 
Active Passive Coop Socializing 
fb_update_freqR .843    
fb_like_freqR  .841   
fb_share_freqR   .674  
fb_postpublic_freqR   .779  
fb_groups_freqR    .523 
fb_status_freqR .917    
fb_photos_freqR .734    
fb_read_freqR  .737   
Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 7 iterations. 
 
The items for Facebook attachment and offline-online connection loaded cleanly but 
some items did not load strongly as shown in Figures 5 and 6  in Appendix C.4. Thus, some 
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items were dropped. The four items for volunteer outcomes measured likelihood to continue, 
personal enjoyment, worthwhile experience, and accomplished some good. As shown in Table 
29, these four items were highly correlated in the sample, which is unsurprising. Therefore, they 
were treated as a single factor with four items. To test the survey’s reliability, Table 28 reports 
the Cronbach’s and standardized Cronbach’s alphas for the Likert scale items. As shown, most of 
these values are within acceptable limits. 
Table 27. Spearman’s Correlation for Volunteer Outcome Items 
Spearman's rho   N=249 cont enjoy worthy dogood 
cont Correlation Coefficient 1.000 .698** .705** .672** 
Sig. (2-tailed) . .000 .000 .000 
enjoy Correlation Coefficient .698** 1.000 .794** .764** 
Sig. (2-tailed) .000 . .000 .000 
worthy Correlation Coefficient .705** .794** 1.000 .799** 
Sig. (2-tailed) .000 .000 . .000 
dogood Correlation Coefficient .672** .764** .799** 1.000 
Sig. (2-tailed) .000 .000 .000 . 
**. Correlation is significant at the 0.01 level (2-tailed). 
 
Table 28.  Reliability Measures  
Variable # Items Cronbach’s Std Cronbach’s 
Motives (Four Factors) 16 0.916 0.917 
Volunteer motive confirmation 12 0.918 0.919 
Frequency of social media features used 7 0.900 0.901 
Attachment to social media 4 0.903 0.903 
Offline-online connection 2 0.878 0.879 
Volunteer outcomes 4 0.750 0.759 
 
Hartlett’s single factor test of the Likert scale items showed that a single factor could 
account for 32% of the variance in the model. Because it is less than 50%, it is unlikely that 
common method bias is affecting the results (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). 
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The next section discusses how the measurement model was converted to a structural equation 
model for hypothesis testing. 
5.3.3. Data Reduction for Volunteer Motive-Confirmation Match 
An astute reader may realize that the theoretical model only has five constructs, whereas 
at this point, the analysis includes four volunteer motives and four confirmations (16 possible 
combinations) plus three types of social media use. Thus, additional data reduction was needed 
to simplify the analysis and test the hypothesized relationships. First, the items for each motive 
and each confirmation were imputed into composite variables using regression imputation in 
AMOS. This step was necessary to calculate a match variable for each motive-confirmation pair. 
Next, a match variable was calculated for each type of motive and confirmation pair by 
multiplying their values together. For example, a low values motive (1) times a low values 
confirmation (1) results in a low benefit motives-confirmation match (1). These computed 
variables have a range from 1 to 49, as shown in Table 31. 
Table 29. Volunteer Motive-Confirmation Match Variables 
N = 249 Minimum Maximum Mean S.D. 
social_match 1.08 40.95 17.8432 9.04193 
protect_match .98 41.63 13.9919 9.51028 
values_match 2.06 35.17 19.7759 8.00453 
career_match 1.14 42.20 18.8992 9.69312 
 
As shown in Figure 4, a cluster analysis on the match variables showed 3 distinct groups, 
which is unsurprising. These groups are the high, low and medium match groups shown in 
Table 16 above. However, it is surprising that respondents do not report any mix of matching 
(e.g., high social match and low values match). Either all matches are high, all matches are low, 
or all matches are middle.  The next section tests the hypothesized relationships in the research 
model.  
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Figure 4. Cluster Analysis 
5.4. Hypothesis Testing 
Although it involves a confirmatory hypothesis testing, overall this study was exploratory 
in nature to see how volunteering is related to social media use, if in fact it is related. The 
analysis described here followed the research model previously described. While other models 
are certainly possible, the current model is sufficient to explore the data relationships as a proof 
of concept. It should be noted that the results herein should not be generalized to the larger 
population without further testing. The complete model, fit indices and estimates are given in 
Appendix C.4. 
 
Overall, the model fit was acceptable as summarized in Table 30. All hypothesized 
relationships were significant at the 0.05 level. The first hypothesis was that individuals who 
connect offline and online activity will have a greater attachment to social media. This 
relationship in the model was significant, and the standardized coefficient was 0.485, suggesting 
a moderate impact. Hypothesis 2 looks at the relationship between Facebook attachment from 
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Ellison, et al. 2007 and actual use of Facebook features. This relationship was significant 0.404, 
similar to the relationship in Hypothesis 1, suggesting they have similar effects on attachment.  
Table 30. Model Fit Statistics 
Fit Statistic Value Threshold (Hair, Black, Babin, & 
Anderson, 2009) 
CMIN/DF 2.231 < 3  
RMSEA 0.070 0.05 – 0.10 moderate 
CFI 0.943 > 0.95 great; > 0.90 traditional 
AGFI 0.818 > 0.80 
 
Hypothesis 3 is the one that establishes some relationship between social media and 
volunteering. It is the only relationship in the model that is not significant at alpha of 0.01, which 
makes it somewhat of a tenuous (or potentially spurious) relationship. Additionally, the 
standardized coefficient of this relationship was only 0.160. Further research would be needed to 
test this relationship, including but not limited to, more targeted survey items.  
Hypothesis 4 was supported, not surprisingly, and its coefficient was 0.706. Previous 
research did not test the relationship between volunteer motive-confirmation and volunteer 
outcomes in a regression model in this fashion, which makes it interesting. The results from this 
model provide evidence that there may be relationships between social media use and 
volunteering outcomes. However, the exact nature of these relationships is not readily clear from 
this data.  
5.5. Summary 
This chapter described Study 3, which investigated the relationships between social 
media use and volunteering outcomes. It found that some relationships certainly exist between 
ways that volunteers use online social media and their attachment to it, and that these behaviors 
could impact volunteering outcomes. The next chapter discusses the dissertation’s contributions 
and limitations and provides suggestions for future research.  
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CHAPTER 6. CONCLUSION 
Online social media, like volunteering in general, is social in nature. Online social media 
provides a unique, multi-mode communication tool that can enhance the social benefits of 
volunteering. Therefore, as discovered in this dissertation, effective, targeted use of online social 
media would help volunteer organizations better manage volunteers and increase retention. For 
example, volunteers could list their interests and skills on their profiles, assisting volunteer 
managers with matching volunteers to the right jobs. A congratulatory blog posting could 
recognize important volunteer contributions. Volunteers would see their friends’ congratulations. 
Online conversations could increase training by bringing together volunteers with different 
knowledge to share their experiences. The next sections review the practical and theoretical 
contributions, limitations and suggestions for future research. 
6.1. Contributions 
This dissertation makes unique and useful contributions to IS and volunteer management 
theories. The first study discovered ways that volunteer organizations currently use social media 
and what role it plays in the organization’s overall information systems strategy. Study 1’s 
contribution to research is in understanding what ways social media is used and what ways are 
yet to be. These findings can contribute to theory by providing an overall framework to start 
future research on social media use in volunteer organizations. 
While wider studies surveyed the largest non-profits about their social media use and 
strategy, these studies did not consider social media use for volunteering. They only looked at 
social media use in general. This study’s approach is unique because it asked small and medium 
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sized volunteer organizations how they use social media for volunteering purposes. It was 
interesting to find that, although most volunteer organizations do not use social media 
specifically for volunteering, they do realize that it can serve dual purposes.  
However, they were still not using social media to its full potential. They did not use 
advanced features of social media, such as programming individual tabs to expand its use. For 
example, they could create a volunteering tab or link to give visitors immediate information 
about volunteering. Instead they rely on social media to drive visitors to their main website to 
find out more about volunteering. This roundabout strategy assumes that users will take the time 
to search the main site for volunteering information.  
Study 1 discovered how volunteer organizations do or do not use social media for 
volunteering recruitment and retention. More importantly, it contributed to IS research by 
addressing a unique new research context (Gutierrez & Zhang, 2007; Zhang et al., 2010) and 
provided context to understand the overarching research question. This understanding helped to 
put the results of Study 2 into context. By exploring the research environment, Study 1 helped to 
explain the role of social media in volunteer organizations.  
Study 1 further discovered some limitations within volunteer organizations that are 
possibly preventing future growth towards more effective social media use. Until volunteer 
organizations allow volunteer managers access to the organization’s social media, this important 
IS communication tool may never be used for volunteer recruitment and retention. An interesting 
question is how social media could be programmed to allow limited use by volunteer managers 
to address volunteer concerns without relinquishing too much control over the volunteer 
organization’s public image. 
136 
Study 2 looked at how social media impacts an individual’s decision to volunteer. It 
looked at this question from two angles: content and features. The most impactful content was 
directly related to an individual, rather than impersonal, spray-and-pray advertising. These 
results are not surprising, because in soliciting donations, individual stories are much more 
effective than cold hard facts. However, interesting facts about the volunteer organization’s 
mission were also effective, if the individual could relate to it, which is surprising.  
The findings from Study 2 could contribute to theories of social media use, but more 
importantly, relates to impacts of social media. Study 2’s importance relies in its investigation 
into the actual effects of social media on individuals’ decision making process, which has not 
been investigated in the past. Previous studies of social media have looked at why people use it 
and how much, but very few studies look at how an organization’s social media impacts the 
individual. 
Study 2 also showed how just a few minutes reading a social media site can convince an 
individual to volunteer. In order to design more effective social media strategies and to know 
what to post, when and how, organizations in general need to know how social media impacts an 
individual and how social media can be used to galvanize an individual to action.  
Study 3 contributes to theory by expanding the theory of volunteer motives to explain 
what are the ideal means to reach volunteers through social media, based on what volunteers 
prefer, not necessarily what may be most convenient for the organization. It provides a 
systematic investigation into more effective use of social media to increase volunteer retention – 
a significant problem for volunteer organizations who rely on a steady workforce of valuable but 
free labor. It extended the psychological literature on functional motives, which is highly 
effective at predicting retention in offline contexts (Clary et al., 1998; Marc A. Musick & 
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Wilson, 2008; Wilson, 2000). However, the theory is limited in explaining online strategies of 
volunteer retention. 
Study 3 also applied a unique perspective in addressing the lack of theory to explain how 
social media can impact volunteering. Social media increases social capital and increased social 
capital increases volunteering. Positive and beneficial confirmation of volunteer motives equally 
increases volunteering. Thus, it is possible and likely that positive beneficial confirmation of 
volunteer motives is a kind of social capital proxy.  
Study 3 categorized social media features into three types of use: active, passive and 
coop. Although previous research has considered what features people use and how personality 
affects them (Ross et al., 2009), it has not made much progress explaining why some features 
would be used instead of others. The categorization of active, passive and coop makes sense, 
because it explains how much effort a user has to exert in completing the task.  
Practically, this dissertation gives managers a benchmark to understand why certain 
initiatives in social media may work better than others, depending on the reasons why their 
volunteers participate. When volunteer organizations reach people with the social media that 
matches their motives, people should be more inclined to continue volunteering. To provide 
insights on how volunteer organizations can strategically use online social media for volunteer 
retention Study 3 investigated how volunteer motives are related to online social media.  
Online social media allow for two-way interaction with the ability to broadcast messages 
and push them directly to the targeted user plus all of his or her friends. Many people in a social 
network can be reached instantaneously using social media such as Facebook or Twitter. These 
mediums also encourage users to comment in return. Volunteers can see very quickly which 
friends volunteer, creating a self-reinforcing effect. Online social media allows a user to reach a 
138 
large community of like-minded individuals, those with similar experiences, or just those with an 
interest in a particular subject. Online social media provide a sense of community which reduces 
feelings of isolation. 
6.2. Limitations 
This section describes limitations of the dissertation that may have influenced the results. 
One primary limitation of Study 1 was the “key informant” approach. Only one volunteer 
manager or coordinator was interviewed from each organization. It was assumed that this 
person’s statements are “fact” with regard to his or her respective organization and that the 
subject interviewed was the most knowledgeable on the volunteering program. These statements 
were not corroborated by additional witnesses from the organization due to privacy and time 
constraints, as would occur in a wider case study.  
However, the collection of documents and information from the organizations’ social 
media and home web sites provided objective corroborating evidence with regard to the 
volunteer organizations’ actual social media. Another limitation was a time lag between 
volunteer manager interviews and reviews of their social media websites. However, based on the 
PI’s personal investigation of their social media sites before the interviews, the organization’s 
social media strategies have not materially changed since the interviews. 
Study 2 had a few limitations which could have affected the outcome. First, it was 
unclear if participants understood the purpose of the task. However, their feedback was still 
useful for understanding how social media impacted their decision process with respect to 
volunteering. Future research should consider spending additional time preparing participants for 
the verbal protocol task, including giving participants a pre-task warm-up session to adjust to the 
verbal protocol method. 
139 
Another limitation of Study 2 could be the use of a non-random student sample. Because 
participation in Study 2 was voluntary, it is possible that participants were pre-disposed towards 
volunteering. However, the participants were not familiar with the subject organizations, which 
should have reduced their bias towards volunteering at the specific volunteer organization. 
Finally, the physical recording device shut off during one of the post-task interviews, which 
limited the information from one participant.   
Study 3 may also have been somewhat limited due to the non-random student sample. 
The respondents came from one large undergraduate business course and they were all business 
students. Ideally, the population of interest in Study 3 was current, active volunteers. To capture 
as much information as possible, the decision was made to include volunteers who had quit as 
part of the data set. This decision may have introduced bias into the sample, although the sample 
should be sufficiently large enough to reduce these effects.  
An additional limitation of Study 3 and also an interesting finding, was that respondents 
listed Instagram as a social media tool they use frequently. Instagram is a social-networking 
service that posts photos and videos to other social media sites like Facebook and Twitter. Unlike 
Facebook and Twitter, Instagram does not have a web-based portal. Instagram is entirely 
accessed through mobile devices. Therefore, Instagram was not included and in future research it 
should probably be included.   
6.3. Future Research 
This research was exploratory in nature to provide the building blocks for future research 
on the effectiveness of social media in volunteer organizations. Studies 1 and 2 focused on the 
preexisting research questions, but the analysis of the open-coded interviews and qualitative data 
were left open to additional themes, constructs and ideas to naturally emerge from the data. It is 
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left for future research to investigate these additional themes and consider how they relate or 
reflect existing theories of volunteering and social media use.   
Future research should investigate whether the findings also apply to employee-only 
companies that experience high turnover such as call centers. Volunteer organizations can use 
the results presented in this study to increase volunteer recruitment and retention through social 
media.  
It was interesting that participants in Study 2 commented about the use of different social 
media tools. Future research might consider how the social media medium itself impacts the 
effects on individuals. For example, Twitter only allows 180 characters and no pictures, but 
Facebook encourages rich posts with pictures and videos. Organization H uses Hoot Suite, which 
publishes across multiple channels. How does the effectiveness of messages on Facebook 
compare to Twitter? How much exposure and responses do a message receive based on the type 
of social media?  
Another interesting future research question is the effect of a volunteer organization’s 
social media site compared to an employee-based company. Because employees and volunteers 
approach work differently, what are their search strategies when reviewing a social media site? 
How does the social media impact their decision to join the organization? 
Finally, at least one participant in Study 2 mentioned that he only accesses Facebook on 
his mobile phone, and in Study 3, respondents wrote in Instagram as an “other” social media tool 
used frequently. This dissertation focused on Facebook use to begin, but future research should 
consider how the social media platform affects recruitment and retention. Another interesting 
question is how a user’s method of access impacts how people relate to the content. For example, 
in Study 2, the volunteer organization’s brightly colored cover photo looked drab and dull on a 
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mobile phone. Volunteer organizations should consider how users are accessing the 
organizations’ social media, whether through a web browser or a smaller screen. Mobile screens 
are much smaller. The order of presentation may also affect the content’s impact. On the mobile 
application, Facebook for example, show page reviews before Wall posts, whereas on the 
desktop version, the cover photo is presented first.  
6.4. Summary 
Clearly, volunteer organizations can benefit from effective volunteer management by 
reaching volunteers new and old through online social media, especially when up to 90% of their 
volunteers are likely to be using it already. This dissertation explored the use and effectiveness of 
social media for recruiting and retaining volunteers. It found that very few volunteer 
organizations were using online social media to manage volunteers even though they felt that 
their use would be beneficial. The results showed that although organizations are not yet using 
online social media for managing volunteers, they would like to do so. Lessons learned here 
should be relevant for any organization that relies on volunteers.  
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APPENDIX A. STUDY 1 INSTRUMENTS AND EVIDENCE 
A.1. VOLUNTEER MANAGER INTERVIEW QUESTIONS 
Although questions are numbered, they were not necessarily asked in this order. 
Respondents were only asked questions that pertained to them, based on previous responses.   
1. How is the volunteer program structured? What is the process for joining, 
orientation, scheduling?  
2. What issues or problems (if any) do you have with recruiting or retaining volunteers?  
3. In what ways do you consider them problems?  
4. How would you like to see them changed? 
5. On a scale of 1 to 10, how would you rate your problem with recruitment / retention? 
6. What are the general demographics of your volunteer population?  
7. Are there any major patterns in age groups, gender, race?  
8. Does anything in particular draw people to volunteer here?  
9. Who has access to post, change or delete posts to your Facebook page?  
10. How do you decide what to post and when?  Who decides?  
11. What has been the general response to these sites? Do you get more volunteers in the 
door, and do they stay?  
12. What is your name, title, and position with the volunteer organization?  
13. What is the name of the volunteer organization? What is their primary mission?  
14. What are your primary responsibilities within the organization?  
15. Do you have daily contact with volunteers? Weekly?  
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16. [If yes to contact] What does your contact with volunteers entail, specifically?  
17. What are the primary ways that you communicate with volunteers?  
18. To your knowledge, does your organization have a Facebook page? What about a 
Twitter feed? Or any other online presence?  
19. Do you use Facebook personally? Do you know if your volunteers are using it? 
20. What does the organization use Facebook for? What does it use other online 
presence websites for? Can you give me some specific examples? 
21. Are these sites used to communicate with volunteers, specifically? Are they 
primarily intended for marketing?  
22. What other ways are they being used to communicate within the organization?  
23. In what ways are these sites used to communicate with volunteers? Can you give me 
some specific examples?  
24. How do new volunteers feel about the organization reaching them with these 
channels?  
25. How long has the organization been using these sites?  
26. What made you decide to start using them?  
27. How did you go about implementing them?  
28. When they were first implemented, what kinds of challenges did you encounter, if 
any? How did you overcome them?  
29. Since then, have you had any problems with using these sites, and if so, can you give 
me some examples?  
30. How effective do you feel these sites are for communicating with volunteers, as 
opposed to older methods? Are they more or less effective? Are they useful?  
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31. [If none used] Does the organization have any plans to start using these sites to 
contact volunteers directly and/or specifically?  
32. [If none used] Has the organization considered using these sites for contacting 
volunteers? Do you believe they would consider it?  
33. [If none used] What sort of barriers do you foresee might prevent the organization 
from using these sites to contact volunteers?  
34. [If none used] How do you think direct contact through those sites would be received 
by volunteers? Positively? Negatively?  
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A.3. OPEN AND AXIAL CODES 
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1 Company demographics and descriptors 
1.1 Mission 
1.2 Activities 
1.3 Changing landscape of work 
1.3.1 Economic impacts 
1.3.2 Innovation in work procedures 
1.3.3 Growth expansion of org 
1.3.4 Growth expansion of vol program activities 
1.4 Difference between NPO and FP context 
1.5 Org culture 
1.6 Org credibility 
1.6.1 Transparency 
1.6.2 Reputation 
1.7 Org size 
 
2 RQ2: how using public social media 
2.1 Public awareness and education 
2.2 Post pictures of daily activities 
2.3 Donor reporting 
2.4 Solicit donations 
2.5 What posting (specific content) 
 
3 RQ3: Social media use specifically for R&R 
3.1 Keep in touch with people when away 
3.2 Highlight vol activities 
3.3 Show vol appreciation 
3.4 Reach and influence wider audience 
3.5 Recruit volunteers 
3.6 Vols see themselves 
 
4 RQ5: Reasons for or against social media for R&R 
4.1 Vols reactions to social media 
4.2 Who controls social media 
4.3 Monitoring issues 
4.4 Boundary between personal and private lives 
4.5 Privacy and sensitivity between internal and external communications 
4.6 Vol mgrs and staff familiarity with social media 
 
5 RQ1: how much social media used 
5.1 Which social media used 
5.1.1 Facebook 
5.1.2 Twitter 
5.1.3 YouTube 
5.1.4 LinkedIn 
5.1.5  Pinterest 
5.1.6 Other 
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5.2 Future social media use 
5.3 Examples of social media use 
 
6 RQ4: R&R problems 
6.1 Recruitment problems 
6.1.1 Orientation sessions and conversions 
6.1.2 Uncertainty and confusion about joining process 
6.1.3 Bright futures and student vols 
6.1.4 Vol recruitment process including problems 
6.2 Retention problems 
6.2.1 Difference in treatment of vols and EEs 
6.2.2 Vol turnover 
6.2.3 Vol commitment to the job and to org 
6.2.4 Sufficient labor supply 
6.2.5 Vols come and go more fluidly than EEs 
6.3 Vol socialization 
6.3.1 Screening due to confusion about what vols and org do 
6.3.2 Vol appreciation activities 
6.3.3 Vol training 
6.3.4 Task assignment for vols 
6.3.5 Learning the org and how vol fits it in his/her life 
6.4 Record keeping 
6.4.1 Scheduling vols to work 
6.4.2 Tracking vol hours worked 
6.5 Reasons vols quit 
6.5.1 Economic downturn or to work 
6.5.2 Lose interest 
6.5.3 Life events 
6.5.4 Firing vols 
6.6 Reasons people vol 
6.6.1 Career benefits 
6.6.2 Social benefits 
6.6.3 Values benefits 
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APPENDIX B. STUDY 2 INSTRUMENTS AND EVIDENCE 
B.1. VERBAL PROTOCOL INSTRUCTIONS 
Lab computer will be available for participant to use the web browser. It will have 
Camtasia® already started, but not yet recording. Participants will be randomly assigned to 
review one of two publicly available Facebook websites. They are the Facebook page for Org H 
and Org I from Study 1. These instructions will be given verbally to participants: “Open a web 
browser of your choice and log on to Facebook. Hide or minimize your friend list. In this task, 
you will be asked to review and comment an organization’s Facebook page, because you would 
like to learn more about volunteering there. As you review the web site, speak aloud what you’re 
thinking and doing. Now, start the recording on Camtasia.”  
If participant stops talking, he or she will be asked to keep talking. Camtasia records what 
the participant sees on the computer screen as he or she reviews the website. It also records 
audio. Audio will be simultaneously recorded with a digital recorder, as a backup in case the 
audio on Camtasia is unclear (which sometimes happens when using Camtasia).  
B.2. INTERVIEW QUESTIONS 
1. Had you heard of the organization before today? If yes, what was your opinion of the 
organization prior to today? Was it positive or negative? 
2. What is your opinion of the organization after reviewing the Facebook site? Is it 
positive or negative? Has it changed? 
3. What do they do?  
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4. Had you ever considered volunteering there prior to today? Why or why not? Has 
your opinion changed? 
5. What is your sense of what volunteers do there?  
6. How easy or hard do you think it is to volunteer there? 
7. What (if anything) caught your eye on their Facebook page? 
8. What (if anything) impressed you the most about the Facebook page? What 
impressed you the least?  
9. Would you recommend the page to your friends? Why or why not? 
10. Assuming you had time available, would you volunteer there? Why or why not? 
11. If you were trying to select between different organizations to volunteer at, what 
would influence your decision to join?  
12. If your friends posted stories on Facebook about their experiences volunteering at 
this organization, how would it affect your willingness to join the organization? 
13. If you had Facebook Like’d the organization’s Facebook page, and they asked for 
volunteers, would it impact your willingness to volunteer with them? 
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B.3. IRB APPROVAL LETTER 
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B.4. OPEN AND AXIAL CODES 
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1 Problems with social media for individuals 
1.1 privacy issues 
1.2 search and navigation are difficult 
1.3 trust issues with reliability of information 
1.4 use for marketing, advertising and selling products 
 
2 Individuals sensemaking context 
2.1 assumptions about what vol org does 
2.2 interest in study 
2.3 personal social media use 
2.4 prior knowledge/experience of volunteering 
 
3 RQ6: how social media affects decision to volunteer 
3.1 celebrity endorsement and big name sponsors 
3.2 community awareness and education about the mission 
3.3 content's relationship to self 
3.4 desire to learn more / information seeking 
3.5 disappointment and confusion about content meaning or not seeing what expected 
3.6 impressive amount of work that vol org does 
3.7 local events and community involvement 
3.8 real people shown doing vol work 
3.9 recruitment content 
3.10 seeking legitimacy of the vol org 
3.11 values motive 
3.12 whether friends are involved 
3.13 who is in charge of social media 
3.14 wow factor / eyecatching 
 
4 RQ7: Salient features of social media to recruitment 
4.1 About what they do 
4.2 captions and text 
4.3 Contact information 
4.4 donate money link 
4.5 events 
4.6 invite friends to Like 
4.7 length of time on Facebook 
4.8 links to other social media 
4.9 messaging 
4.10 number of Like's 
4.11 pictures 
4.12 reviews, ratings and comments 
4.13 sign up to join link 
4.14 updated recently 
4.15 videos 
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APPENDIX C. STUDY 3 INSTRUMENTS AND EVIDENCE 
C.1. SURVEY INSTRUMENT 
Survey instrument begins on next page. Rest of this page intentionally left blank. 
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C.2. VOLUNTEER PRE-PILOT INTERVIEW QUESTIONS 
1. About how old are you?  
2. How long have you volunteered here? 
3. Do you volunteer anywhere else?  
4. Where did you volunteer before (if any)? 
5. What made you decide to volunteer? Why are you volunteering? 
6. What made you decide to join this organization?  
7. Did you know anyone here before you joined?  
8. How often do you come?  
9. What areas do you help with? What types of activities? 
10. How do you learn about new opportunities here? Or about what’s going on? 
11. Do you spend any time talking to other volunteers? Or interacting with the staff?  
12. Can you think of any other ways the organization might contact you?  
13. Would you prefer the organization use any additional ways to get in touch?  
14. Do you Facebook, Twitter, MySpace or LinkedIn?  
15. How often do you use it?  
16. How much time do you spend on these sites, on average? 
17. What parts of the sites do you use the most?  
18. If the organization used Facebook / Twitter/ MySpace / LinkedIn to contact you or 
notify you about events, instead of email, would you be OK with that?  
19. Would you participate more, less or the same?  
20. If your friends could see you volunteer here by looking at your Facebook page, do 
you think they’d join too?  
21. If they joined, would you participate more?  
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22. Do you think Facebook would be more (or less) effective for getting in touch with 
you?  
23. Do you have any advice for the organization? 
C.3. DESCRIPTIVE STATISTICS FOR SAMPLE VARIABLES 
N = 249 Min Max Mean S.D. Skewness S.E. Kurtosis S.E. 
age 1 6 1.26 .813 3.930 .154 16.243 .307 
gender 1 2 1.54 .499 -.170 .154 -1.987 .307 
employ_status 1 5 3.05 1.558 .254 .154 -1.656 .307 
career_1 1 7 4.85 1.751 -.701 .154 -.336 .307 
career_2 1 7 4.97 1.585 -.818 .154 .117 .307 
career_3 1 7 4.61 1.736 -.567 .154 -.427 .307 
career_4 1 7 4.14 1.673 -.282 .154 -.660 .307 
career_5 1 7 5.22 1.462 -.779 .154 .140 .307 
values_1 1 7 5.34 1.400 -.751 .154 .164 .307 
values_2 1 7 5.00 1.554 -.656 .154 .015 .307 
values_3 1 7 5.49 1.347 -.836 .154 .399 .307 
values_4 2 7 5.67 1.216 -.752 .154 .094 .307 
values_5 1 7 5.28 1.388 -.872 .154 .727 .307 
social_1 1 7 4.31 1.693 -.327 .154 -.722 .307 
social_2 1 7 4.04 1.707 -.150 .154 -.719 .307 
social_3 1 7 4.47 1.641 -.477 .154 -.582 .307 
social_4 1 7 4.28 1.656 -.293 .154 -.614 .307 
social_5 1 7 4.09 1.709 -.256 .154 -.752 .307 
enh_1 1 7 4.68 1.532 -.512 .154 -.271 .307 
enh_2 1 7 4.30 1.664 -.366 .154 -.472 .307 
enh_3 1 7 4.42 1.717 -.442 .154 -.523 .307 
enh_4 1 7 4.56 1.611 -.500 .154 -.213 .307 
enh_5 1 7 5.09 1.398 -.719 .154 .509 .307 
protect_1 1 7 4.31 1.698 -.373 .154 -.571 .307 
protect_2 1 7 3.71 1.786 -.022 .154 -1.002 .307 
protect_3 1 7 3.35 1.865 .193 .154 -1.018 .307 
protect_4 1 7 3.73 1.790 .041 .154 -.938 .307 
protect_5 1 7 3.71 1.813 -.025 .154 -.995 .307 
undrstd_1 1 7 5.04 1.443 -.915 .154 .777 .307 
undrstd_2 1 7 5.38 1.378 -.954 .154 .672 .307 
undrstd_3 1 7 5.17 1.369 -.812 .154 .695 .307 
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N = 249 Min Max Mean S.D. Skewness S.E. Kurtosis S.E. 
undrstd_4 1 7 5.54 1.310 -.906 .154 .559 .307 
undrstd_5 1 7 5.12 1.441 -.709 .154 .283 .307 
fb_attach_1 1 5 3.30 1.454 -.434 .154 -1.186 .307 
fb_attach_2 1 5 3.09 1.002 -.356 .154 .289 .307 
fb_attach_3 1 5 3.25 1.421 -.438 .154 -1.154 .307 
fb_attach_4 1 5 2.62 1.357 .193 .154 -1.253 .307 
fb_attach_5 1 5 2.94 1.220 -.266 .154 -.920 .307 
fb_attach_6 1 5 3.03 1.339 -.173 .154 -1.159 .307 
fb_offline_1 1 5 3.69 1.169 -.994 .154 .290 .307 
fb_offline_2 1 5 3.71 1.109 -1.028 .154 .568 .307 
fb_offline_3 1 5 4.08 1.128 -1.273 .154 .911 .307 
fb_offline_4 1 5 2.37 1.295 .485 .154 -.925 .307 
DV_contR 1.00 7.00 4.7711 1.69434 -.529 .154 -.490 .307 
DV_enjoyR 2.00 7.00 5.3534 1.34839 -.774 .154 -.042 .307 
DV_worthyR 1.00 7.00 5.3775 1.45152 -.775 .154 -.220 .307 
DV_dogoodR 1.00 7.00 5.4177 1.37160 -.871 .154 .397 .307 
career_c_1R 1.00 7.00 4.4217 1.86945 -.378 .154 -.964 .307 
career_c_2R 1.00 7.00 3.9398 1.77811 -.117 .154 -.851 .307 
career_c_3R 1.00 7.00 4.7470 1.75410 -.589 .154 -.536 .307 
protect_c_1R 1.00 7.00 3.7108 1.88070 -.001 .154 -1.175 .307 
protect_c_2R 1.00 7.00 3.5341 1.82054 .090 .154 -1.125 .307 
protect_c_3R 1.00 7.00 3.6506 1.83228 .090 .154 -.967 .307 
undrstd_c_1R 1.00 7.00 4.9438 1.64759 -.842 .154 .076 .307 
undrstd_c_2R 1.00 7.00 4.7992 1.60388 -.597 .154 -.223 .307 
undrstd_c_3R 1.00 7.00 5.1365 1.53107 -.796 .154 .269 .307 
social_c_1R 1.00 7.00 4.7671 1.60203 -.445 .154 -.509 .307 
social_c_2R 1.00 7.00 4.7309 1.55409 -.427 .154 -.536 .307 
social_c_3R 1.00 7.00 4.7470 1.63018 -.594 .154 -.224 .307 
values_c_1R 1.00 7.00 5.0643 1.51999 -.686 .154 .087 .307 
values_c_2R 1.00 7.00 5.1566 1.51723 -.792 .154 .103 .307 
values_c_3R 1.00 7.00 5.0924 1.60251 -.650 .154 -.265 .307 
enh_c_1R 1.00 7.00 4.2892 1.65732 -.303 .154 -.530 .307 
enh_c_2R 1.00 7.00 4.5422 1.68462 -.331 .154 -.538 .307 
enh_c_3R 1.00 7.00 4.2129 1.72004 -.324 .154 -.566 .307 
fb_update_freqR 1.00 8.00 3.8353 1.93049 .310 .154 -.898 .307 
fb_like_freqR 1.00 8.00 5.8474 2.04407 -.846 .154 -.227 .307 
fb_share_freqR 1.00 8.00 4.2972 2.17761 -.013 .154 -1.156 .307 
fb_postpublic_freqR 1.00 8.00 3.7028 2.17390 .330 .154 -1.039 .307 
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N = 249 Min Max Mean S.D. Skewness S.E. Kurtosis S.E. 
fb_poke_freqR 1.00 8.00 1.9639 1.76968 1.943 .154 2.893 .307 
fb_groups_freqR 1.00 8.00 3.3494 2.34229 .581 .154 -1.038 .307 
fb_events_freqR 1.00 8.00 2.9438 2.05687 .900 .154 -.278 .307 
fb_status_freqR 1.00 8.00 3.6305 2.00001 .406 .154 -.810 .307 
fb_photos_freqR 1.00 8.00 3.4940 1.68034 .568 .154 -.304 .307 
fb_games_freqR 1.00 8.00 1.9116 1.73444 2.058 .154 3.352 .307 
fb_pm_freqR 1.00 8.00 4.7631 2.06841 -.255 .154 -.987 .307 
fb_read_freqR 1.00 8.00 6.3133 1.90666 -1.378 .154 1.149 .307 
 
C.4. TABLES FROM CONFIRMATORY FACTOR ANALYSIS 
Table 31. Four Factor Solution for Volunteer Motives 
Pattern Matrixa 
 
Factors 
Social Career Values Protect 
career_1  .750   
career_2  .896   
career_3  .692   
values_1   .622  
values_3   .824  
values_4   .863  
values_5   .629  
social_1 .663    
social_2 .678    
social_3 .807    
social_4 .761    
social_5 .699    
protect_1    -.443 
protect_2    -.606 
protect_4    -.770 
protect_5    -.919 
Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser 
Normalization. 
a. Rotation converged in 7 iterations. 
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Table 32. Four Factor Solution for Volunteer Confirmation Items 
Pattern Matrixa 
 
Factor 
Social 
conf 
Protect 
conf 
Values 
conf 
Career 
conf 
career_c_1    -.882 
career_c_2    -.631 
career_c_3    -.597 
protect_c_1  .835   
protect_c_2  .993   
protect_c_3  .669   
social_c_1 .891    
social_c_2 .933    
social_c_3 .717    
values_c_1   .575  
values_c_2   .711  
values_c_3   .986  
Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 7 iterations. 
 
 
 
 
Figure 5. Communalities for Attachment 
and Offline-Online Items 
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Figure 6. Factor Loadings for Attachment and Offline-Online Items 
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C.5. COMPLETE MODEL AND FIT INDICES 
 
Notes for Model (Default model) 
Computation of degrees of freedom (Default model) 
Number of distinct sample moments: 231 
Number of distinct parameters to be estimated: 51 
Degrees of freedom (231 - 51): 180 
Result (Default model) 
Minimum was achieved 
Chi-square = 401.550 
Degrees of freedom = 180 
Probability level = .000 
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Model Fit Summary 
CMIN 
Model NPAR CMIN DF P CMIN/DF 
Default model 51 401.550 180 .000 2.231 
Saturated model 231 .000 0 
  
Independence model 21 4075.624 210 .000 19.408 
RMR, GFI 
Model RMR GFI AGFI PGFI 
Default model 1.182 .858 .818 .668 
Saturated model .000 1.000 
 
 
Independence model 9.848 .266 .192 .242 
Baseline Comparisons 
Model NFI Delta1 
RFI 
rho1 
IFI 
Delta2 
TLI 
rho2 CFI 
Default model .901 .885 .943 .933 .943 
Saturated model 1.000 
 
1.000 
 
1.000 
Independence model .000 .000 .000 .000 .000 
Parsimony-Adjusted Measures 
Model PRATIO PNFI PCFI 
Default model .857 .773 .808 
Saturated model .000 .000 .000 
Independence model 1.000 .000 .000 
NCP 
Model NCP LO 90 HI 90 
Default model 221.550 167.308 283.523 
Saturated model .000 .000 .000 
Independence model 3865.624 3661.898 4076.642 
FMIN 
Model FMIN F0 LO 90 HI 90 
Default model 1.619 .893 .675 1.143 
Saturated model .000 .000 .000 .000 
Independence model 16.434 15.587 14.766 16.438 
186 
RMSEA 
Model RMSEA LO 90 HI 90 PCLOSE 
Default model .070 .061 .080 .000 
Independence model .272 .265 .280 .000 
AIC 
Model AIC BCC BIC CAIC 
Default model 503.550 513.480 682.940 733.940 
Saturated model 462.000 506.973 1274.532 1505.532 
Independence model 4117.624 4121.713 4191.491 4212.491 
ECVI 
Model ECVI LO 90 HI 90 MECVI 
Default model 2.030 1.812 2.280 2.070 
Saturated model 1.863 1.863 1.863 2.044 
Independence model 16.603 15.782 17.454 16.620 
HOELTER 
Model HOELTER 
.05 
HOELTER 
.01 
Default model 132 141 
Independence model 15 16 
 
Estimates (Group number 1 - Default model) 
Scalar Estimates (Group number 1 - Default model) 
Maximum Likelihood Estimates 
Regression Weights: (Group number 1 - Default model) 
 
  
Estimate S.E. C.R. P Label 
attach <--- off_on .650 .081 8.029 *** 
 
attach <--- use .528 .092 5.722 *** 
 
match <--- attach .854 .358 2.384 .017 
 
vol_out <--- match .130 .013 10.248 *** 
 
fb_read_freqR <--- use 1.000 
 
   
fb_photos_freqR <--- use 1.371 .165 8.300 *** 
 
fb_status_freqR <--- use 1.718 .199 8.621 *** 
 
fb_postpublic_freqR <--- use 1.479 .193 7.674 *** 
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Estimate S.E. C.R. P Label 
fb_share_freqR <--- use 1.581 .199 7.962 *** 
 
fb_like_freqR <--- use 1.339 .128 10.475 *** 
 
fb_update_freqR <--- use 1.711 .198 8.637 *** 
 
DV_contR <--- vol_out 1.000 
 
   
DV_enjoyR <--- vol_out .906 .063 14.477 *** 
 
DV_worthyR <--- vol_out 1.020 .067 15.210 *** 
 
DV_dogoodR <--- vol_out .915 .064 14.358 *** 
 
fb_offline_1 <--- off_on 1.000 
 
   
fb_offline_2 <--- off_on 1.070 .100 10.666 *** 
 
fb_attach_1 <--- attach 1.000 
 
   
fb_attach_3 <--- attach 1.012 .038 26.587 *** 
 
fb_attach_4 <--- attach .700 .052 13.469 *** 
 
fb_attach_5 <--- attach .642 .046 13.937 *** 
 
values_match <--- match 1.000 
 
   
protect_match <--- match 1.056 .070 15.007 *** 
 
social_match <--- match 1.182 .060 19.849 *** 
 
career_match <--- match 1.153 .068 16.880 *** 
 
Standardized Regression Weights: (Group number 1 - Default model) 
 
  
Estimate 
attach <--- off_on .485 
attach <--- use .404 
match <--- attach .160 
vol_out <--- match .706 
fb_read_freqR <--- use .523 
fb_photos_freqR <--- use .814 
fb_status_freqR <--- use .857 
fb_postpublic_freqR <--- use .679 
fb_share_freqR <--- use .726 
fb_like_freqR <--- use .659 
fb_update_freqR <--- use .885 
DV_contR <--- vol_out .761 
DV_enjoyR <--- vol_out .866 
DV_worthyR <--- vol_out .906 
DV_dogoodR <--- vol_out .860 
fb_offline_1 <--- off_on .833 
fb_offline_2 <--- off_on .941 
fb_attach_1 <--- attach .928 
fb_attach_3 <--- attach .963 
fb_attach_4 <--- attach .686 
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Estimate 
fb_attach_5 <--- attach .700 
values_match <--- match .872 
protect_match <--- match .774 
social_match <--- match .912 
career_match <--- match .830 
Covariances: (Group number 1 - Default model) 
 
  
Estimate S.E. C.R. P Label 
e6 <--> e11 -.077 .095 -.807 .420 
 
e5 <--> e10 1.259 .182 6.912 *** 
 
e8 <--> e9 .752 .173 4.355 *** 
 
e22 <--> e23 .209 .057 3.635 *** 
 
e9 <--> e10 .449 .129 3.475 *** 
 
Correlations: (Group number 1 - Default model) 
 
  
Estimate 
e6 <--> e11 -.088 
e5 <--> e10 .510 
e8 <--> e9 .317 
e22 <--> e23 .253 
e9 <--> e10 .198 
Variances: (Group number 1 - Default model) 
 
  
Estimate S.E. C.R. P Label 
e25 
 
 
.946 .140 6.759 *** 
 
e26 
 
 
.992 .233 4.262 *** 
 
e24 
 
 
1.021 .117 8.753 *** 
 
e33 
 
 
47.181 5.565 8.478 *** 
 
e28 
 
 
.829 .129 6.436 *** 
 
e5 
 
 
2.629 .245 10.742 *** 
 
e6 
 
 
.948 .121 7.818 *** 
 
e7 
 
 
1.057 .137 7.715 *** 
 
e8 
 
 
2.539 .249 10.190 *** 
 
e9 
 
 
2.220 .222 9.985 *** 
 
e10 
 
 
2.315 .220 10.510 *** 
 
e11 
 
 
.807 .131 6.151 *** 
 
e2 
 
 
1.204 .122 9.899 *** 
 
e3 
 
 
.451 .054 8.336 *** 
 
e4 
 
 
.375 .054 6.893 *** 
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Estimate S.E. C.R. P Label 
e13 
 
 
.487 .057 8.496 *** 
 
e18 
 
 
.417 .086 4.839 *** 
 
e19 
 
 
.140 .090 1.565 .118 
 
e20 
 
 
.272 .045 5.979 *** 
 
e21 
 
 
.135 .041 3.296 *** 
 
e22 
 
 
.936 .088 10.622 *** 
 
e23 
 
 
.727 .069 10.578 *** 
 
e29 
 
 
15.298 1.875 8.159 *** 
 
e30 
 
 
36.019 3.683 9.781 *** 
 
e31 
 
 
13.687 2.082 6.575 *** 
 
e32 
 
 
29.029 3.192 9.095 *** 
 
 
CR AVE MSV ASV 
vol_out 0.912 0.721 0.027 0.016 
use 0.895 0.555 0.243 0.101 
off_on 0.883 0.791 0.306 0.129 
attach 0.901 0.700 0.306 0.192 
 
vol_out use off_on attach 
0.849 
0.020 0.745 
0.142 0.246 0.889 
0.165 0.493 0.553 0.837 
 
C.6. PERMISSION TO REPRINT SURVEY ITEMS 
See next page 
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APPENDIX D. LITERATURE REVIEW OF  
POTENTIALLY RELEVANT THEORIES 
Theory 
(Authors) Summary IV/DVs 
Functional  
motives (Clary et 
al., 1998; Omoto 
& Snyder, 1993) 
Explains why people volunteer. Six 
motives for volunteering. ; widely used; 
linked with actual behavior. Six studies 
completed; studies 1, 2 and 3 tested 
scales; study 4 showed ads tailored to 
person’s motive were more effective for 
recruiting non-volunteers; studies 5 and 
6 showed motive and benefit fit or 
match increased satisfaction and 
commitment in volunteers 
IVs: values, enhancement, 
social, career, protective, and 
understanding; benefits 
received 
DVs: ad effectiveness for 
recruitment; satisfaction and 
continuance intention 
Organizational 
commitment 
(Meyer & Allen, 
1991) 
Affective (emotional attachment and 
identification), continuance (awareness 
of costs of leaving) and normative 
(feeling of obligation to continue) 
commitment. Each of these 
commitments has antecedents (personal 
responsibility, behavioral commitment, 
work experiences, organizational 
structure characteristics, personal 
characteristics, alternatives, 
socialization, reciprocity norm) 
IVs: antecedents of 
commitments 
MVs: three commitments 
DVs: Turnover and on-the-job 
behavior (performance, 
absenteeism, and citizenship) 
Relationship 
management 
theory (Waters, 
2007; Ziebarth, 
2010) 
Volunteers are more likely to continue 
working for an organization if they trust 
the organization and feel included. 
Stresses relationship between the 
organization and the individual. 
Organization can change the 
relationship through communication. 
IVs: Trust, commitment, 
satisfaction and control 
mutuality (power balance) 
DVs: Intent to continue, hours 
volunteered 
Also: Impact of group inclusion 
on four IVs. 
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Theory 
(Authors) Summary IV/DVs 
Self-
determination 
theory (Ryan & 
Deci, 2000)  
Meta-theory; intrinsic and extrinsic 
motives affect individual’s behavior, 
“degree to which an individual’s 
behavior is self-motivated and self-
determined.” Volunteers and employees 
motivated differently. In a matched 
sample, for volunteers, satisfaction of 
relatedness needs predicted job 
satisfaction and intent to remain; for 
employees, DVs were predicted by 
satisfaction of autonomy needs.  
(Boezeman&Ellemers 2009).  
IVs: Competence, autonomy 
and relatednessDVs: job 
satisfaction and intent to 
continue 
Social exchange 
theory (Emerson, 
1976) 
Individuals weigh the costs of an 
activity versus the benefits when 
deciding whether to do the target 
behavior. Volunteers will continue even 
when costs outweigh the benefits 
(Corrigan 2001) 
IVs: difference between costs 
and rewards 
DVs: target behavior 
Theory of 
planned behavior 
(Ajzen, 1991) 
Attitude, social norms and behavioral 
control decide whether an individual 
will intend to do a target behavior, and 
intention leads to action. Performed 
better than functional theory in limited 
study of above-average participation  
(Greenslade& White 2006) 
IVs: Attitude toward behavior, 
subjective norm, and perceived 
behavioral control 
MV: Behavioral intention 
DVs: target behavior 
Person-
organization fit 
theory (Blau, 
1987) 
People who fit an organizational 
environment are more likely to be 
selected to work there and to stay longer 
than those who don’t match. Stress on 
value congruence between an individual 
and the organization.  
IVs: Protestant work ethic, 
perceived job scope and growth 
need strength 
DVs: job involvement and 
organizational commitment 
Additional Theories 
Socio-emotional 
selectivity theory 
(Carstensen, 
1992) 
Importance of emotion regulation, self-
concept and information seeking 
motives change with age, which affect 
individuals’ interests in social contact. 
In volunteers, motives to volunteer were 
different for older volunteers.  
IVs: Age 
DVs: Motives, interaction 
frequency, emotional closeness, 
relationship satisfaction 
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Theory 
(Authors) Summary IV/DVs 
Public relations 
theory a/k/a 
excellence 
theory (Grunig 
& Foundation, 
1992), later 
incorporated into 
relationship 
management 
theory 
General theory of public relations. To be 
most effective, organizations must 
manage their publics carefully using 
different cultivation strategies and 
measuring relationship outcomes. Public 
relations function needs to be included 
in strategic management. Case study 
applied limited framework (cultivation 
strategies and relationship outcomes) to 
how a dance studio used online social 
media, gave examples of use. (Hovey 
2010) 
IVs: PR characteristics 
(cultivation strategies, 
relationship outcomes, 
communication strategies, etc.) 
DV: public relations excellence, 
value of public relations, 
organizational effectiveness 
Generation 
theory 
(Mannheim & 
Wolff, 1993) 
 
“cultural theory” 
Those people born in a particular period 
of time (a generation) are permanently 
affected by major events during that 
time period. Younger generations will 
not over time act like older generations 
due to life course events and age. 
Rather, these differences between life 
experiences explain behavior and 
attitude differences when comparing 
generations over time. For example, 
those born during the Great Depression 
versus Generation Y. 
IV: Generation due to period 
effects 
DV: Attitude, behaviors 
Spillover theory 
(Wilensky, 
1960) 
A worker’s work environment will spill 
over into their personal environment. 
Workers whose jobs afford them the 
opportunity to take initiative, make 
decisions, solve complex problems 
and/or make social connections will be 
more inclined towards social 
participation activities during non-work 
hours and those with relatively passive 
jobs will be inclined towards passive 
activities.  
IV: job involvement, work 
autonomy 
DV: social participation during 
leisure time (politics, 
volunteering, social networks, 
etc.) 
Modernization 
theory (Hustinx 
& Lammertyn, 
2003) 
Fundamental shift in volunteering from 
a collective (“traditional”) view to a 
reflexive (modern”) view, which 
explains the motives for choosing to 
volunteer. The collective volunteer more 
often than not volunteers because of 
group membership, whereas the 
reflexive volunteer has more personal, 
individual motives. 
IV: reflexive or collective 
DV: motive for volunteering 
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Theory 
(Authors) Summary IV/DVs 
Durkheim’s 
theory of suicide 
in religious 
groups, similar 
or related to 
social integration 
theory (Bekkers, 
2007; Bekkers & 
Schuyt, 2008) 
Religious groups promote social bonds 
and solidarity, provide a basis of social 
norms by encouraging certain activities 
while prohibiting others. In general, 
those people who are more strongly 
attached to the group are less likely to 
violate its norms . Denominations have 
different cultures with varying levels of 
adherence to and socialization into their 
practices. 
IV: denomination, church 
attendance 
DV: suicide, charitable giving, 
volunteering 
Social 
integration 
theory (Li & 
Ferraro, 2006) 
Regardless of age, people who are 
involved in social groups occupy 
multiple roles, are more physically 
active, and have fewer mental and 
physical health problems. Volunteering 
increases social integration and reduces 
health problems through 3 processes: (1) 
providing coping mechanisms such as a 
sense of meaning and purpose in life (2) 
social support, interactions, and social 
ties, and (3) improved self-esteem from 
helping others. 
IV: volunteer 
DV: health benefits, social 
connections 
 
